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seemed entirely appropriate for | 

\NPA to celebrate its golden an- 

by choosing as its new | 

ient a silver-tongued orator like | 
Stahlman. 


LODESTONE FOR 
U.S. ADVERTISERS 


Capitalize on n Public Interest 


sary 


v v v 


men, says a financial expert, con- 


ibout 75 per cent of all the 
money in the United States. And you 
in testify that it isn’t remote con- iin Royal Event | 
rol, either. eae 
.. » | 
New York, April 30.—American | 
The newspapers were predicting | advertisers are borrowing at least a| 
juick passage for the Tydings-Miller | part of the white light that beats on | 
price maintenance bill until the|a throne as England prepares to | 
White House gave the boys on the} crown George VI, it was graphically | 


he bad tidings. revealed today 


activities. 


in a survey of their 


y,svwesgs In capitalizing what promises to| 

: ’ : be one of the greatest shows of this 

“Afraid to fly?” asks American Air- iad “ 

; tooki " “ith & enon generation, advertisers are being | 
lines, looking you over s : 2 

a diate forced both to work with and com- 


Well, not exactly 


servative 


afraid, just con- : : 
aid, just pete with newspapers and radio net- 


works, which are entering into the 
spirit of the thing with gusto. 
Canada, of course, has always been 


v v v 


President C. R. Smith says statis- | 


| 
ties prove that flying is no more intensely interested in the affairs of | 
dangerous than any other form of | the mother country and its advertis- | 
travel. Yes, but if the ship takes a | ¢'S: Press and radio will not be found 

e-dive, who’s going to supply a lagging behind the procession which 


monarch down the 
Even the five little 
tots of Callander have been, for the 
moment, relegated to obscurity, along 
with the lonesome figure of the man 
who might have been king. 


New Models Plentiful 


The May 12 events in London have 
inspired, many a new design. Yard- 
ley & Co., of New York, cousin to the 
London house of that name, Philco 


escorts the new 
path of destiny. 


i, reliable statistic? 


. 3 F 


Fred Gamble deplores the general 
disregard of recognition of agency 
standards by publishers, but it should 
be remembered that publishers have 
cultivaced special ability to revognize 
orders. 


v v v 


The consumer, says Kenneth Col- 


ao Radio & Television Corporation, of 
lins, is our supreme court. And no-|,,,. , : ‘ : 
; ‘Ses Philadelphia, and Berkey & Gay Fur- 
ly except old Doctor Stork can do|_. = ; : 
thing about packing it niture Company, Grand Rapids, are 
ih ri c — ° mee . 
a few of those who are offering prod- 
a ucts which will serve to remind users 
during years to come of the great 
Sils Dollar Whisky says that/events through which they have 
Gentleman Jim Corbett packed a pow- | lived. 
punch. That’s one thing that Yardley is presenting a new Bond 


t even his most enthusiastic admir- 


Street perfume and a new triple com- 
accused him of. 


pact of gold, with regal ermine pat- 


| 
CITES BUSINESS GOAL | Phesident Asks 


FTC Probe of 


Washington, D. C., April 30.—De- 
claring that monopoly might be fos- 


tered by the Tydings-Miller 
bill, President Roosevelt this week 
countered the claims of the drug 
grocery and other groups sponsoring 
the measure that this legislation is 
essential in order to curb monopo- 
listic practices of chains and other 
mass buyers and, in a letter to Vice- 

President Garner, ordered the 
pension of the bill until the Federal 
| Trade Commission could make an 
| investigation. 

His missive to the vice-president 
said, “Since we seem to be in a 
period of rising retail prices, this bill 
|should not, in my judgment, receive 
the consideration of the Congress un- 
til the whole matter can be more 
fully explored.” 

The communication continued: 

“The present hazard of undue ad- 


fair trade 


sus- 


H. A. Batten, president, N. W. Ayer & 


Son, Inc., told members of the Associa- | 

tion of National Advertisers in conven- 

tion last week business’ need to regain 

through advertising "lost" public confi- 
dence. 


BUSINESS MUST 
RENDER ACCOUNT 
OF STEWARDSHIP 


Hot Springs, Va., April 28.—Lost 
friendship and confidence of the pub- 
lic must be won back by American 
business through putting its own 
in order, and systematically 
presenting its case through advertis- 


vances in prices, with a resultant 
rise in the cost of living, makes it 
most untimely to legalize any com- 


petitive or marketing practice calcu- 
lated to facilitate increases in the 
cost of numerous and important ar- 
ticles which American householders 
and consumers generally buy. 


Supreme Court’s Views 


“You will note that the Federal 
Trade Commission has made no 
study of the effect of resale price 


maintenance on consumers since 
1929, but the Commission does men- 
tion a reputable body of informed 
opinion to the effect that such con- 
trol of resale prices would be harm- 
ful to the consuming public.” 


house 


ing, H. A. Batten, president, N. W. The President attached a letter to 

Ayer & Son, Inc., Philadelphia, told that effect from the Federal Trade 

the Association of National Adver- | Commission. 

tisers here today. The reasoning of the chief execu- 
Other sessions of the convention|tive is the contrary of that of the 

were devoted to discussions of leg-}|Supreme Court, expressed when it 

islative influences by H. B. Thomas,| upheld validity of State fair trade 


advertising manager, The Centaur] acts. At that time, the highest tribu- 
Co., New York, and chairman of the| nal did not discuss the economics of 
ANA government relations commit-| price maintenance, but confined its 
tee: G. S. McMillan, ANA secretary; | consideration to the property rights 
I. W. Digges, ANA counsel, and W.| involved in marketing of a _ trade- 
A. Hart, E. I. du Pont de Nemours | marked product. Merely buying an 
(Continued on Page 39) (Continued on Page 37) 


tern, packed in a royally emblazoned 
i 8 velvet lined jewel box for $2.85. This 
tical Front Corsets, announc- is merely the price of the two “treas- 
ing plans for a campaign without ures,” the company explains, the box 

llustrations, will give large ladies | itself being a gift. 
Si r style and beauty a chance to Furthermore, Yardley is present- 
ir imaginations. : ing many of its customers with the 
official coronation program, contain- 
y,swoesgy ing likenesses of all members of the 
= : ; royal family, as well as an explana- 
If you saw the pictures of the mod- tion of the significance of such em- 
¢ _ were using in that Formfit| piems as the Ampulla and anointing | 
hool, you know exactly why spoon: the spurs and the ring: the 

the little boys in the sales | 


cap of state, and of the three swords. | 
Yardley has been appointed sole dis- 
tributor in the toilet industry 
of this souvenir program. 

Yardley not neglecting the 
opportunity to inform the world that | 
its products will add the last gentle 
touch to the attractiveness of ladies- | 
in-waiting at Buckingham Palace on 
the royal day. Many of these nobles 
are of the seventh generation of those 


were ever 


late at classes. 


goods 
bs v v 


using the | also is 
at the race-tracks as 
fund. That’s one way 
an out-and-out speculation 


t-edged investment. 


a is considering 
“breaks” 


rtising 


v v v 


Copy CUB. | 


» have to go out of doors for (Continued on Page 41) 
and social reasons, avers a en = | 
sik bbins. And, believe it or not, | 
them even go outdoors for ‘DIRECTORY OF FEATURES, 
and exercise. Basic Business Index 40 
‘ee 'Coming Conventions 30. 
Brown is broadcasting base- | Editorials . 12 | 
es this season. The boy | Earnings of Advertisers 30) 
it one of these days he’d talk Getting Personal _. 36) 
nto the big league. ‘ 
Information for Advertisers. . 12) 
yv,ovy Photcgraphic Review of the | 
) | 
X ing is getting so scientific Week 43 | 
can’t even count on a baker | Rough Proofs 1 
a baker’s dozen. Views from the Outside 12| 
| . . | 
Voice of the Advertiser 18 


| sioner 


McGivena Leaves 


}ment of J. 


Last Minute News Flashes 
Hurdle Placed Before Payne $6,000,000 Tax Bill 


Washington, D. C., April 30—Barring an executive request, 
Means Committee Chairman Doughton today said he would 
tion the Boylston Bill, introduced at the request of F. C. C. Commis- 
George H. Payne, seeking a graduated watt tax on radio stations. 
bill would assess stations more than $6,000,000 annually. 


Ways and 
not press ac- 
on 


The 


“News”; Joins Lennen & Mitchell 
Leo E. McGivena, New York Daily News pro- 
motion manager 16 creator of the noted “Sweeney” series, and 
one of the nation’s ranking copywriters, has resigned, effective May 1 
to join Lennen & Mitchell, Inc,, New York, June 1, as coordinator of sales 
copy and merchandising. 


New York, April 30. 


years, 


Strike Settled; Firestone to Resume Advertising 


Akron, O., April 30.—With signing of a company CIO agreement yes- 
terday, ending the strike started March 3, Firestone Tire & Rubber Co. 
advertising executives today laid plans to resume schedules. 

Society Brand Account Goes to Salem Baskin 


Chicago, April 30.—Alfred Decker & Cohn, clothing manufacturers, have 
appointed Salem N. Baskin Advertising Agency to handle their account 


Graham Appoints J-W-T; Plans Record ‘38 Campaign 
Wayne, Mich., April 30.—Plans for “the most extensive advertising 
campaign” in Graham-Paige Motors Corporation’s history, 
by Robert C. Graham, vice-president, today, coincidentally with appoint- 
Walter Thompson Co. as agency, effective with 1938 models. 


Pale Trade Bill 


were announced | 
| denominator 


Rough Proofs CORONATION I$ Spur Wants for Reachable Joys, 4A’s Told 


‘Anderson Cites New Advertis- 
ing Goal; Eckhardt Named 
Board Chairman 


White Sulphur Springs, W. Va., 
April 30.—Only one human trait pre- 
vents both advertising and the the- 
ater from scoring a success in every 
attempt, John Anderson, dramatic 
critic of the New York Evening Jour- 
nal, told the closing session of the 
20th annual convention of the Four 
A’s here today. It is merely that 
people often do things without 
knowing or caring why. 

Mr. Anderson’s talk, stressing the 


consistency with which the unpre- 
dictable vagaries of the human race 
wreck calculations of advertisers 
and theatrical wiseacres alike, fea- 


dotted with such 
as Paul Cornell, retiring 
A’s; Henry R. 


tured a program 
big names 
chairman of the Four 


Luce, president of Time, Inc., and 

Raymond Moley, editor of News- 
Week. 

Henry Eckhardt, president, Kenyon 

& Eckhardt, New York, was elected 

board chairman’ succeeding Mr. 

Cornell. Shelley 

Tracy, president, 

Tracy - Locke - 

Dawson, New 

York, succeeded 


Mr. Eckhardt as 
vice - president. 


H. M. Dancer, 

vice-- president, 

Henri, Hurst & 

McDonald, Chi- 

eacge., was 

elected secretary 

and E. Dewitt 

Henry Eckhardt Hill, vice-presi- 

dent, McCann- 

Erickson, Inc., New York, was re- 
elected treasurer. 

Board members at large, elected 

for three-year terms, were Mark 

O’Dea, president, O’Dea, Sheldon & 


Co., New York, and previously execu- 
tive board member; A. W. Hobler, 
president, Benton & Bowles, Inc., 
New York, and Walther Buchen, 
president The Buchen Co., Chicago. 
Don Francisco, vice-president, Los 
Angeles office, 
elected board member 
two years, suc- 
ceeding Albert 
W. Sherer, for- 
mer vice presi- 
ident, Lord & 
Thomas, Chi- 
cago. 

Members’ of 
executive board 
representing 
councils: New 
York, Ben C. 
Duffy, Batten, 


Lord & Thomas, was 
large 


at for 


Barton, Durs- 

tine & Osborn, H. M. Dancer 
New York; New 

England, Ernest V. Alley, Alley & 
Richards Co., Boston; Atlantic, Jo- 
seph Katz, The Joseph Katz Co.,, 
Baltimore, Md.; Western, Maurice 
H. Needham, Needham, Louis & 
Brorby, Chicago. 

John Benson, 4A’s president, was 


re-elected, as was Fredric R. Gamble, 
executive secretary. Others held over 
were Raymond Rubicam, chairman 
of the board, Young & Rubicam, 
Thomas L. L. Ryan, president of 
Pedler & Ryan, Gilbert Kinney, J. 
Walter Thompson Co., and Arthur 
H. Kudner, Arthur Kudner, Ine., all 
of New York, and Guy C. Smith, 
Brooke, Smith & French, Inc., De- 
troit. 

In his address, Mr. Anderson told 
the agency leaders that the common 
of current theatrical 
(Continued on 8) 
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2 ADVERTISING AGE 


MINNIE FROM Prices Must Be Held in 


May 3, 1937 


WALGREEN DRUG 


| Grace & Bement 


MINNEAPOLIS 
reer 


Well, I wasn’t elected Queen of 
the May But then there are other 
things to put me in a twit o what 
the heck! 

Allyoop! 

The Publisher’s Statement to the 
ABC for the six months ending 
March 31, 1937, just came in the 
door. Looks pretty fancy, boys. Can 


you stand a few right interesting fig- 
ures besides the ones you like to look 
at? ©: K. 
Total net paid circulation of The 
Star 130,938. 
The total city circulation of The 
Star is 77,790. The home delivered 
in Minneapolis is 64,332. 


Minneapolis is now 


Steady growth caused it and good 


newspapering caused the steady 
growth. 

Comparisons! 

Now, lads, how does the six 
months’ statement for March 31, 
1937, stack up against The Minne- 


apolis Star’s six months’ figures for 
the ending September 30, 
1936? 


period 


It reveals just this. The Minne- 
apolis Star is the preferred newspa- 
per in Minneapolis. Laying the 
two six months’ statements side by 
side we find The Star in chalking 
up the 130,938, hung up a 11,624 
gain in total circulation. 

In city circulation, from the Sep- 
tember to the March statement, The 
Minneapolis Star crossed the line 
with a gain of 5,790 to win the ap- 
plause of 77,790 city families. 


still more gains and 
the place where it counts. 
home delivered in Minne- 
apolis event, The Star copped an- 
other grandstand full of families. 
The March statement showed a gain 
of 4,260 to put the city home deliv- 
ered circulation of The Minneapolis 
Star out in front again with 64,332. 


Yes 
right in 
In the 


Guess you can see now why I 
don’t care about missing out on 
being May Queen. The good old 
Minneapolis Star is the Queen of 
Minneapolis . .. and how! 


Aye, Aye! 


Here’s an “aye” to the speech Dr. 
George Gallup made in New York 
April 16. He states that the news- 
papers of tomorrow will print many 
more pictures. 


Sure they will. And being an up 
and coming newspaper, The Minne- 
apolis Star TODAY prints more pic- 


tures than any other major Ameri- 
can newspaper. Two recent surveys 
reveal that. 

So The Minneapolis Star keeps 


rolling along gathering new readers 
and new advertisers. It 
the news. It gives the folks up here 
swell art. It brings a flock of up-to- 
the-minute features exclusive 
features and brings them every day. 


No wonder The Minneapolis Star 
is now the Northwest’s largest eve- 
ning newspaper and delivered into 
a third more Minneapolis homes 
than the second evening newspaper! 
Are you making the best use of it? 


Say trout fishing season is 
open up here. Give mea ring if you 
come up. Be seein’ you soon 
as ever, 


pennies 


Cleveland, April 28—‘There is 


lin 


prints ALL | 


disposition to 
prices must be raised 
equal proportions to 
This ought to 


apparently a 
that 
least 


advances. 


strong 
assume 
at 
wage 


be 


not 
assumed.” 
Advertising 
the 35th celebration 
land Advertising Club 
over in their minds 
statement from Dr. Harold 
Moulton, president of The 
Institution, Washington, 


who attended 
of the Cleve- 
were turning 
this pungent 


leaders 


Brook- 
D.. C6, 


ings 


|He discussed “Fundamental Factors 
iin the Business Situation Today.” 


Analyzing in detail the vital eco- 
nomic events transpiring in the last 
seven years, Dr. Moulton _inter- 
preted their significance and told 
the advertisers, and media 
executives his belief that “prices 
must be held in check” to avoid a 
depression return. He said: 
“Three months ago optimism pre- 


agency 


vailed with respect to economic 
trends. New Year’ business fore- 
casts in general foreshadowed con- 
tinued expansion and comparative 
stability in economic conditions. 
While it was recognized that the 


possibility of inflation still existed, 


the rise in government revenues 
and the apparent progress _ to- 
ward a balanced budget had been 


serving to allay fears and to revive 
hope that genuine financial disor- 
ganization might be avoided. 


Grave Apprehension Exists 


“Today, grave apprehension again 
exists with respect to the economic 


outlook. It has been suggested that 
the rapid advance in wages and 
prices and the present inflationary 
tendencies may foreshadow early 
business recession and possibly a 
repetition of the disastrous depres- 
sion that followed the collapse of 


1929. 

“The gradual advance in wages be- 
tween 1933 and 1936 was accompa- 
nied by concurrent increases in effi- 
ciency, and thus it was not essen- 
tial to raise prices in order to main- 
tain profits. The fact is that profits 
meanwhile showed a marked _ in- 
crease. But the recent abrupt in- 
creases in wages, ranging anywhere 
from 20 to upwards of 30 per cent, 


have not been related to efficiency. 
“With rising costs all along the 
line, substantial, though not neces- 
sarily proportional increases in 
prices appear necessary if profit 
margins are not to be eliminated. 
While it is too early to make 


gree to which wages and prices re- 
spectively have thus far advanced, 
there is apparently a strong disposi- 
tion to assume that prices must be 


raised in at least equal proportion 
to the wage advance. This ought 
not to be assumed. The fundamen- 


tal requirement is to continue to in- 
crease efficiency and to restrain the 
price rise just as much as possible, 
in order that the buying power of 
the public generally may not be un- 
dermined. 

“The current trends with respect 
to wages and prices must undoubt- 
edly be viewed with apprehension 
ifor they are laying the foundations 
for a rapid spiral of inflation. Ris- 
ing lead to rising prices; 
higher prices lead to further ad- 
vances in wages and other costs; 
and, thus in turn to still further ad- 
vances in prices These rapid 


costs 


changes produce maladjustments 
jin the economic system as a whole 
| The particular labor groups 
ireceive higher wages may stand to 
|gain for a time and while the indus- 
pees in question may temporarily 
| pass on the higher costs to consum- 
lers, further extensive expansion ap- 
| pears to be threatened. 

| “The advance in the price of such 
basic products as iron and steel and 
other metals, building materials, 
etc., may well serve as a direct im- 


| 


ipediment to the expansion of pro- 
duction in certain very important 
lines. The financial condition of 
the railroads has only recently im- 
proved sufficiently to permit exten- 
sive physical reconstruction of prop- 
erties, but now with the prices of 


Glenn 


reli- | 
able comparisons of the precise de- | 


which 


CITES PRICE DANGERS 


Dr. Harold Glenn Moulton, president of 


The Brookings Institution, Washington, 
D. C., warns advertisers against precipi- 
tate price raises. 


steel rising rapidly and _ railway 
wage increases also in prospect, it is 
doubtful whether the railroads will 
be able to carry out the comprehen- 
sive programs’ of _ rehabilitation 
| which have been prepared. Similar- 
|ly, the building of new houses, apart- 
ments, etc., may well be held in 
check by the rising prices of build- 
ing materials. If this turns out to 
be the case, the recent trends will 
have served to prevent 
tion of the unemployed and the at- 
tainment of the higher standards of 
living which are so greatly desired. 
“It may also be noted that large 
sections of the population would 
{soon suffer as a result of a rapid 
|rise in prices, such as farmers who 
do not work for wages, individuals 
who are working for fixed salaries, 
and those living on incomes from in- 
vestments. These groups in the ag- 
gregate number more than 5) per 
jcent of the total population. Per- 
|haps the most serious base of the 
|problem relates to the disparity 
| which may again result between in- 
and agricultural prices. 


| dustrial 
This is one of the reasons why the 
|}government has become so seriously 


| 
hemi over recent developments. | 
“Bust” Follows Boom 

“One must note, however,that the | 


adverse effects upon production may 
be considerably delayed. This is be- 
cause a rise in price usually pro- 
vides a stimulus, immediately speak- 
ing, to industrial activity. 
others hasten to place orders 
buy extra quantities in order to be 
ahead of the price advance. This 
expansion of orders accelerates busi- 
ness activity and for a time _ in- 
creases the demand for labor. 
“Thus we have a boom period, 
| which culminates sooner or later in 
| ‘ 
|depression. How long the present 
| advance may be expected to con- 
|tinue no one can foretell, because of 
jthe numerous imponderable 
iments in the situation. It 
}certain, however, that the prospect 
| for a long period of sustained pros- 


lperity has been very definitely re- | 


duced.” 


Newspapers, Magazines 
in Knox Hat Campaign 


Newspapers in 1,200 cities and copy 
in Collier’s, Esquire and Time will be 
used to promote straw hat sales for 
Knox Hat Co., New York, in a cam 
paign breaking May 15. 

Price will be unchanged but 
styles will feature a new device for 
icontrolling the rim size. Geyer, Cor- 
inell & Newell, New York, is the ad- 
vertising agency and Robert Ganger, 
account executive 


all 


Caterson Changes 
Rodman P. Caterson, formerly with 
Cecil, Warwick & Cecil, New 
joined the Campbell-Ewald Co., 
York. as production manager 


has 


New 


| & 


|mobile early in the summer. 
|diate effort 


the absorp- | 


| ports. 
| 000,000, the report shows. 


With | 
prices going up, business men and | 
and | 


ele- | 
seems | 


York, | 


Named Agency 
Check, Moulton Declares for Hupp Motor 


Detroit, April 29.—With booking of 


the 1938 model under way, Hupp 
Motor Car Corporation today an- 
nounced the appointment of Grace 


Bement Inc., Detroit, 
advertising counsel. 
Plans are being made for an ex- 
tensive advertising and promotional 
program to announce the 1938 Hup- 


as Hupp 


will be directed toward 
broadening the present Hupp dis- 
tributing organization, which at pres- 
ent consists of 70 domestic distribu- 
tors and approximately 700 dealers 
and 104 foreign distributors. 

The Hupp sales program will be 
carried on under the direction of 
W. A. MacDonald, recently named 
vice-president and director of sales. 


Flagler Promoted by 
New York ‘‘News’’ 


Elmer E. Flagler has been ap- 


pointed Western manager at Chicago 


for the New York News. 

Mr. Flagler, who has been with the 
Western staff for several years, suc- 
ceeds Lee J. Mohr, resigned. 


Joins “Real Estate” 
William H. Wilson, formerly 
tional advertising manager of 
Chicago Herald & Examiner, and 
Western representative of Hearst 
morning newspapers, has joined Real 
Estate, Chicago, as national advertis- 
ing manager. 


Retail Sales Up 

Retail sales in March showed an 
increase of 18 per cent in volume 
over March, 1936, American Retail 
Federation, Washington, D. C., re- 
This is a dollar gain of $560,- 
Sales vol- 
ume in March totaled $3,600,000,000. 


na- 
the 


Imme- | 


STORES CANCEL 
ALL LIQUOR COPY 


Fair Trade Act Said to Be 
“Last Straw’ 


Chicago, April 28.—The Walgreen 
Co., largest retail drug store opera- 
tor in the county, has discontinued 
all newspaper liquor advertising, 
S. L. Williams, advertising manage 
disclosed today. 

Cancellation of liquor advertising 
coincided with announcement by 
Charles R. Walgreen, president, that, 
in accordance with the ruling of the 
Federal Alcohol Administration, the 
company was severing its connection 
with Judge and Dolph, Ltd., Chicago 
wholesale liquor subsidiary of the 
drug chain. 

The Robinson-Patman act, forbid. 
ing dealer cooperating in advertis. 
ing, the pronouncement of the FAA, 
the State fair trade act, and pres. 
sure of the anti-liquor interests 
against liquor traffic in drug stores 
were said to have been accumula. 
tion events leading to this action. 

Inference was made by a spokes- 
man for the company that news. 
paper liquor advertising under the 
Fair Trade act was. superfluous. 
With fixed prices, he said, such ad- 
vertising “did no more good for Wal- 
green than for the non-advertising 
independent and other dealers car- 
rying similar brands.” 


Anti-Liquor Protests Feit 


A sales manager for a liquor com- 
pany selling to Walgreen’s indicated 
additional pressure might have been 
brought to bear by temperance in- 


(Continued on Page 37) 


and Long Island, are 
for long. 


If outdoor 
ing on... 


The Sut to KEYSTATE! 


@ Yes sir ...it won’t be long now... before 
we'll be saying, ‘‘Sorry, we’re sold out’’... for 
it hasn’t taken the alert agency man very long 
to recognize the superiority of a Keystate 24 sheet 
poster (or painted display) showing as compared 
with the general run of outdoor coverage. 


and a limited number of selected 24 sheet posters 
and painted walls in Manhattan, Bronx, Brooklyn 


is part of that schedule you’re work- 
and you want swell coverage... ata 


price that is definitely right... 


Call!...Write!...or Wire! 


e 
eae 


Shei 


still available— but not 


OUTDOOR ADV. CO., INC 
356 East 42nd St., N. Y. & 
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ADVERTISING AGE 


Predominant 
=| Numerically 
! and Analytically 


HAT amazes media men 
about the Metropolitan 
Group is the analytical sound- 
ness of its numerical prepon- 


derance. 


Its enormous circulation of 
6,900,000 to 8000000" weekly 
doesn't wander like a lost soul 
all over the map, but concen- 
trates in areas that are beehives 


of activity and wealth. 


Other media, with millions less 
in circulation, cover millions 
more in square miles, but mile- 


age isn t coverage and you 


can't pay profits out of vanish- 
ing perspectives. 


The Metropolitan Group cuts 
you out of 28 States and cuts 
you in on the 20 Northeastern 
states that contain 60% of all 
the people and consume 67% 
of all the retail merchandise of 
the entire country. 


It spreads your product-mes- 
sage Thick and Fast in Unified 
Markets knit into close-hauled 
areas of Unified Mileage, with 
a Coverage Intensity that em- 
braces Almost Every Other 
Family in the richest territory in 
the United States. 


More Millions That Jell... 


Instead of Fewer Millions That Sprawl... . 


That’s The Metropolitan Story! 


* with additional or alternate papers 


Gravure 


omic —weekly 


Color 


Additional or alternate papers 


Baltimore SUN e Boston GLOBE e Buffalo TIMES e Cleveland PLAIN DEALER 
Chicago TRIBUNE @ Detroit NEWS e New York NEWS e Pittsburgh PRESS 
Philadelphia INQUIRER e St. Louis GLOBE-DEMOCRAT e Washington STAR 


Boston HERALD e Buffalo COURIER-EXPRESS 
Chicago TIMES e Detroit FREE PRESS e New York 
HERALD TRIBUNE e St. Louis POST-DISPATCH 
Washington POST 
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Court Victory 
Spurs Packard 
Shaver Drive 


April 28 Following a 
Federal Cir 
decision that the Packard Lektro 


infringe on the pat 


cuit Court of 


does not 


ent rights of the Schick Dry Shaver, 


The Progress Corporation, New 
York Packard manufacture! last 
week formulated plans for the im- 
mediate exploitation of its victory 
Cowan & Van Leer, Inc., New York, 
is the agency in charge of the cam 
palen 


Meantime, indicating the rapid riss 


Appeals 


the electric shaver industry, two 


other producers this week engaged in 


legal maneuvers, Clipshave, Inc., Port 
Chester, N. Y., and Motoshaver, Inc., 
Los Angeles. 

Clipshave filed suit in U. S. Dis- 
trict Court New York, charging 
patent infringements, while Moto 
shaver announced filing of an injune 
tion suit against Clipshave in con- 
nection with the patent quarrel 
Hearing on this suit is scheduled 
May 14 

First Packard merchandising move 
was distribution of a direct mail 


message 


to all dealers reporting the 


court’s verdict and emphasizing 
new ales opportunities Business 
papers will also carry the Packard 
story to retail outlets Consumer 
advertising is to undergo immediate 


ADVERTISING AGE 


expansion, according to the agency, 
with a tentative promotion schedule 
calling for insertions in 15 national 
magazines and about 40 newspapers. 


No Schick Change 


Briggs & Varley, New York, ad- | 
vertising agency handling the 
Schick account, said that the court 


decision would probably mean no 
change in Schick advertising plans. 
The bulk of the appropriation is be- 
ing spent in general magazines, with 
newspapers added at opportune gift 
seasons. 

tatten, Barton, Durstine & Osborn, 
Ine New York, today also was ap- 
pointed agency for Remington 
tric Shaver, made by a subsidiary of 
Remington Rand, Inc., to be offered 
the public about June 1. 


AS IMPORTANT AS 


THE LEADING 


ARIS 


Elec- | 


RAIL GROUP TO 
- REPEAT FOR '37 


Association Sets Budget at 
$1,220,000 


Chicago, April 29.—The 
tinue to place the major part of its 
advertising for 1937 in weekly and 


¢¢ I donot plan to ready my new line of 


merchandise until I know what style 


trends will be seen in moving pictures 


for Fall and Winter,”” said a Manufacturer. 


OLLY WOOD today is just as important to Amer- 
ican women and to the department stores of this 
country as Paris from a fashion angle. New fashion 
ideas are constantly being created in Hollywood 
and flashed to the world overnight through mov- 


ing pictures. 


PHOTOPLAY Magazine interprets these Hollywood 


fashion facts for its group of extravagant style 


enthusiasts. 


Merchandising At Point of Sale 


PHOTOPLAY’S trade forecast, which merchandises 
at point of sale this Hollywood fashion news and the 
message of those who advertise in PHOTOPLAY, 
is distributed every month to more than _ twelve 
thousand important retail store buyers and depart- 
ment store executives. 


Curtis J. Harrison, Advertising Manager 


EX PONENT O 


F HOLLYWOOD 


PHOTOPLAY MAGAZINE 


FASHION 


Ve 


IN MAGAZINES 


Associa- | 
tion of American Railroads will con- | 


FORD AWARD TO EARLE 


| 


Earle, 


W. H. (center) vice-president 
Philadelphia Coke Co., accepts the 
Howard G. Ford award, presented by 
the Sales Managers Association of Phila- 
delphia for “outstanding contribution to 
science of distribution." Mr. Ford, vice- 
president of Hoedt Studios, Inc., (left) 
and Dr. Herbert W. Hess, Wharton 
School of Finance, who made the presen- 
tation, complete this group. 


monthly magazines of national circu- 
|lations and in farm journals, 
| Col. Robert Henry, president, today, 
| following the Association’s meeting 
jin the Stevens Hotel. 

Member roads of the Association 
will continue to use newspapers as 
|the major medium for their adver- 
|tising, he said, and indications point 
to a larger expenditure in daily and 
| weekly newspapers than the $4,500,- 
1000 of 1936, which was $1,000,000 
| more than that spent in 1935, 


said 


The budget for the 
jcampaign will be 

| $1,220,000, slightly less than last 
| year’s figure. Of that amount, ap- 
| proximately $880,000 will be spent in 
| publications, with the remainder to 
| be used in preparation of posters, 
station and window displays, pict- 
|ures, booklets and literature and the 
|maintenance of an information serv- 
|ice for publications and others inter- 


ested, 


Association's 
approximately 


To Sell Industry 
| “Advertising for the 

| will continue along the same theme 
|as last year,” said Colonel Henry, “in 
‘selling’ the railroad industry as a 
whole more than any one feature, 
although increases in both passenger 
and freight revenues have in part 
been due to this type of copy. 

“Service, efficient management and 
safety will be stressed in a steady 
rather than seasonal campaign. Ad- 
vertising in the last category is left 
to the member roads, dependent upon 
| the type of territory served by them.” 
Indications point to continued in- 
|creased revenues in passenger and 
freight business, especially the latter, 
Colonel Henry added. 

Magazines to carry the copy have 
| not yet been scheduled. Arthur Kud- 
| ner, Inc., New York, is the advertis- 
ling agency in charge, with C. B 
|Goshorn as account executive. 


Association 


| “Courier” Appoints 
Story, Brooks, and Finley, Inc 
|}are new national advertising repre 
sentatives of the Courier, Evans 
| Ville, Ind. 
| Scout Magazine Moves 
American Girl, official Girl Scoul 
magazine, has moved its New York 


| office to 14 W. 49th st. 


WANTED 
ACCOUNT EXECUTIVE 


By New York agency specializin§ 
exclusively in radio advertising 
The man we want will bring 
definite leads, prospects 

counts In turn, he will 

the co-operation of a con 
live-wire organization that Is 
turning ove! a million do 
annually Liberal commission a! 
rangement and drawing act 


> ] 
Our organization knows of th ia 
Address Box 1110, Advertising 4°: 


New York 


15 REPRESENTATIVES 
RD PETRY & CO. 
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During June, July and August the 
wheat farmers of Oklahoma and 
Texas will deliver to Farmer-Stock- 
man advertisers a buying market 
unequalled in the past five years. 
Beginning the last week in May, 
wheat harvest in this area gets the 


Jump on any other section of the 


The FARMER.- 


United States. Grain men predict 


the best prospects since 1931. Price 
trends are decidedly upward. 

Summer sales in this area are wait- 
ing for a sponsor. You can sign 
them up with an advertising cam- 
paign in The Farmer-Stockman, the 
paper with more circulation in 
Oklahoma and Texas than any 


other farm paper. 


STOCKMAN 


OKLAHOMA CITY, OKLA. 
THE OKLAHOMA PUBLISHING COMPANY 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


RADIO STATION wk Y 
MISTLETOE EXPRESS 


RLE | ’ a . 
ibe SS AE Pee eee = a, 
ae sae. eer 7° 5. ENS : 
tC Dee . os i. rs et Tord a, “ns as 2) ~ = - 4 2 ; 
: "Ae x A ines 22 ra diegthaeede % . ts pape eed “Gs An ee ‘ ; ‘= ? : 7 
‘eas | ee eS | ae ay eons 3 ag Sao ; i : 
- EES Nee 02s De 
an ~S ee ay ee : : : ; 
s7*B : : se Si Seog ee 
24 y 7 * 5 . - a _p~. . a2 ~ Se 
, or J Z An net RE SSF, ae 4 ‘a Waa 
ae ae Re Sea SO eS Se ye 
os. : ¥ eS ROUESSS. Bs +): S Rc, = : 
. "ay Te Se | Sash es: Ca 
ote ‘ ROS ERS S$ Jz he 4, Bess ae recs 
bie > RAS TEE AH: oie Net > ‘A - eee ; 
4 = See Cone Postage fy sy “eae Clete pre Mia * oa “Oe, 
7 rate “GAS 3 : 5 . sie es. er ~ . . . ; — = 7 oe : 2 ; ss — ae 
« in yp Pe ce f tes ee ee nt oe ~~ 7 f » " 4 ea 
eer ‘ Ve, . > aon eee, 3. ‘ os * >» * nce _—, - 
ae! = = rs) Yeivte - < ? SS A « ¥ . 4 sé 4 F ma es “y A > 2 i a # . 
ei) SP Bs prx o Bec rd: ot , Se eee TaN ae § : = ; 
> 3 fee Wyre eR : SS gle Ca 2 : a ; = . 7 
a Ps: AARC raster ot: } Bae Sime er mre 2. ea . : anaes , : . 
Mgt Pepto. Bo? ‘ Se 4 a i. Sere : ; 4 a 7 ve 
es, Rae pras os I$. Fie weet 3 ie <1 hares . ' te : 2 
ay Men eae’ * ri ~ y > ae oe a: Bey b 6 a Sh als ; : i cs ; ad J a . war eel $ oS ° oo 
“ ~ ‘ 3 rs yap es ee - - * 4 ao 7 we - .. hg i . c ’ 
ee: SA * < sens. Ei Ss eee & -. o ey Seam ‘ si 4 ° ee i =¥ ah ee rte oe es; z i [a 
Bes," Pe 2 i Se pe hE ae 3 . a oes ‘ P , ia . : mg ie ew 
PRR ee oes: ESS st Rae : Ce Bes % oa : > bc _ : Co. ar a” 
. J a "ss = eS 7 . ste >| De yl . b. pe , ‘ . 
esident Pa Kee, < tate ea oA . 32 Se or Cia . ; ; : =. . x : 
* ae x > % ol > ~ rn wx er'y ye “a BE vt “¢ ° % iS 
is the | ME sie fee: oS ae _-_ -% ¥ , 
pe Pes > GRASS = PK a wa ¥ % . =e ‘ ° . Ie : : os . 4 
ed by & Re. RSPAS stat a a ae ? , ny 
‘ ‘ Rad ae ¥/ pea “SF, : a my F - TAD! *3 . : f : “ : * 
Phila. Se Fe BRS coc ia ae Ja , if ane a 
Be SB ee Wie SSC ee et G ~ Mosc aes E 
tion + RN SA ee : Trp t A Thine A . . ~ ; ae - 3 
° AS Soe Se Fee om sae | Ye A a — “3 ; : fe : : 
|, vice- a eee hs >) ae - *: oe 5 >. eer . f en —w : ~ us i : 
, ad SS eee Se Ue Ss fs eS 4 ~~ .. = aS iets -yityt m : e oe. ~s E . 
lef - Sa CSS eee “* he Ve = : “aa q Bsa! ad ae al ; 
( e t) ‘ 1 ae a ee ee ARS Se >: aoe ss 
lh Pe Ry tees Pee a 2 se , 
arton 4S See ie ss: he ana ct. | ss, ie n+ 
. an O°) Se > ga ae 3 es > i : - 
ae. A ee st 7% 3. > 7 SS 2 * 
@ See ea = eS ee be 3 
3 og ms se Sc es Rg At ee. = ae 35 
RR Bet. SS | Bae ' 
- +7 ie NS . Seas Te iS a oA e ’ 
= + Ber SS A al ee ee er tee ae a 
j \ee ya * : 
4 ae Oey Je oe pee “s es OE . ‘ 
Ex igo ion Re aes eae AR oa ea? ; 
By Sa oe, Sa lade ea oe pa Vee te 7 : 
a). aes or Be ae 
s. ee eh et AL 4 ‘] Pi bs = 
fh i eae ae A a BB | 
: . oe s . ay 
~ 3 pe. . 2 <u oe tt ‘ode > pak vF \ 
f co , ” o 4 Lo ot 2 
aw » oe , ee ee ete e : 
be. 9 Bee a ie 
ae Be, sie 2a Ty a . F 
eo ee ‘ fot ae et 
; hg a by o* 19ae 8 : 
& <'s : a", 7 ud ROE 
i?) Py ‘ A ety as “ee 
i Y (ss toe +a ~ 
2 ahs ee joe ze ¢ . 
& ae ee 3 “a 
Bu Ty 4 * yt . he 
4 ~ of Y CF : i. si . 
= a * oe an ; 
er aed * Seer ae 
Pas % de 
ea Be oe | | 
‘Se 5 eae / 
. sie é 
2 ae gS See 3 is 
es ° ies Pars fate : ; 
Bee 2 Sy aac ; 
cn Bek ae OE 
aS gid aoe See . 
oe - Serr os a 
x - ‘okee + ire 3 
ee wet “a aes . 
ee i ie . 
A Se Fx Rie ; 
: as ae an sh > ¢ 
ae \ eB SSS Sere Ss fae : 
. aa i, Satara teueees friar 2 ae 
‘ be 154 ; an SAS atte ras et 3 rs * Pes 
* ee ; han SORA FES TS CEN s So) oi. 
an. Se: ; SA RRO RRO, Cee : 
: ea Na caety Me Fy 
- Pos SS eke 
. a ; 4 PIO < et ERS x 
ests bo. aa agen Zo +x Ree ; 
. Se by. : : Ke PY os ay 
ae Ale q ¢ oh er . 
a as e. iheN ig ; 
ie resin <S i , 
t “aie C : ae , reo no . mM ; i 
; Re nae Rei ae 
ee | tee) BS 
a a Ags: HCI. . a ¢ 
bi ty 4 ie Bt “eases ae 
a aes ae ee 48 we YY : 
i oe Be FS a ei ey : 
ae | S Speee a) | 
: ae , ae bate LER, *, /' y = J 
; oe ‘ ool Avon, Coma * ie ‘i 
, a > Yee hen [Sf 
CS 2 4e% nS ee ad 
a ORR ARBRE ORS P20 e. 
a ie; agar ao a 
RS a > ea Da Ss, = 7% 
6 By Ror te et “8 5) ls “ 
‘ 4 YS aN: ay 
OE ~ Bye ee, Se . of; 
ae Oe : Bx. F EA: Kens ‘ a3 & : 
Rs ar - E21, em: 
Tock SRY ibm | xd pat 
r : . < ? Salts eg i. ee) 
r ae po es MR gent 2 : ae 2: 
Bry. RES i ONES 5 “ A 9! Ps . 
“ « E78 ; q =. 
. - ee Jigs MBSs core Bt, f ae 
spe 1 SEO ES. £ (a PESO eTy a ey R 
‘% eg ae Sake FX pee S y Se. ¢ a 
on f ; eg ot an : reper get pee 
; Bas t2 “ INES a5. Sy {a5 7 ye, — te ON, SI eat. 
a = <. S ye $ aaa i. OF ERATE ae ata acs OF eee hte ~ CLS tn ae eee by oa ‘; 
: OS ae > es as Be SS OTe cae Es Rael Jess Sone a ese va 
« ear: TER 2 et Rg > a: Ne Zk SRE 0 GRD SNES Yo ree See Se. x wats PS ern Ae . 
4 ES Ot oS zemeei . Bade. (428, br oe Re p35 5 oF Poe ee eC PEP TOT tee terres Sa 
) TS Sp SR eee OF Rs. FORE PE RAT Ae gy > ON 
’ v ~ 7 — AS56 At Po) i 4 ee re Z we 4 Se ok Sage Soy A oo. L 2 
™ el Bey x Bhs. ~ -lan aay an pis fons ia Nee Begin ihe Sree I SRL rere te See ROR ‘ oot 
52 ee bi . ee eae 3 eh: Aten coe By BRE Case PTH. RoR Bee: Saat } Re ae : : 
. < , “ J hy + AER 28; rf per Oa 7 > > Fs Gilg es Beets " LV le SRO . 8 so et are ey > lS * 
.§ SRS SAR eee es | PETES A ATONE PO Bors CACHES PETES Bons o> Aa eer re ; ; 
ie Me SB alte \, PRR eae ‘ Pare BR SA Np FB SY ORL OR IERIE tors kg ron AY Sa Rea ~ 
: i . Meets eS Batis vate RE PSone ES op eet BT te gk SEES Oe et eet ae ns 
Be ms " vas BYe asta Se fava Bt is ROSH IT A hs ne a ties ss Seen Pape Le a 
¥ a sey 1 BOR Sat a toa 4 ine \ EL ete eae MAR RRR eet erate SOIT Nae on PtSi eis A ‘ 
>: a ; WAL OF Fa es Ra 2 er Ses Pera oat tc Regt, nest ts RI hes Aes ates ae 
i S 5 Ua aa ae ree) th hs PE 3 DeFeet chs Nene LE ea NS Pee Re SPs gay DIES 
hg es Lo RGR! 8 SN ed Hae ORS ~ 4ShG Beano FS RNP Sa RR Rats) bis re t9h Battin so 
; 4 SNR a eaeaere x Bes Fite Sa RARE OTe ARNT SY Me 
f, B SRM 9 ‘Mires Po BEER i as he ey «| st ae 
; a Ra So Bee ) . ee ee. Se fh: EEE Iie a ea pee 
of ° a A ERG MENS OD Tay 3 Wes. Isa RS SE om ne SN NOS oa oa ‘ = ames ‘ j 
: ay > “e SRR Zs Des Se | am Pate Fy. = Me POEee x ; atta “ Br / ae % 
ee By OEE OR Oe eae D ra A eens ~ Se ecm te ; at Ns, ARS i 
’ Ac a Ree og | Sy une mac aes a Ss f on 
* “4 exe oe > al 2 - S hg Soi "i . een a > ee a ¢ 
a Be spr ne ese, | eae g ba ee ean Poe ' A * : 
Bia Ke A - ms Bass» “hy. ear aN St Se : ‘i 
x . iS Mia ry x - an % Praeger ih - by 5 v 
, ey wey, ter ooh SO a ‘ shee Py, cite 
— “ee vy fete See ee, Ly er ——_ OS Tree “ie ray ee t 
’ ee ; AOA i: OO) . AeA OS 
a RRA ale ae ' ASA oe 
ees. By - Souter ee Re s ass Ween 
a ™ . x ee Pee 4! ' q RS 4 ’ . 2 nat) i 
“2 SS Mg eae J ro a . 4 £5 23 3) ae ee 
oe A 4 mee oF ve 4 . > ae 
“i Fag ; eo ot Ea sta Poe Rees et Bens 
: 5 ee — fore eo Oa ee eee 
a © oh cy Same = ty Oe Be Be 
a 4 Tee > Ba Sp. z a i Oe "ae ‘ 
Br Do iy wa rt “eh “2: » b J ye By ND : : 
: & sf ‘ome ' . £) ae 
ae St, c+ ¢ an ’ >. ee aM ss aa — as Res a ; 
= Hh  ° ; see ria. 3S Mirae te VOSS asa ep: “ Ne x , 
aR Ref & a. 4 ‘ " st oe Hex tw ¥ $3 ae ake sal 2, i hie, 3 Tee) i 
é Fas a 7 BEST —— Dr “ . Ss) 
StF : ; Seedy 
ia : aes 
She cS ’ eee 
a ey 
ea! ; 
ae Ps 
| ae AE mS 
' wet Se WS 2 
' ats y eeu ee 
ae FS 
eS Mey Sy 
Meh q Sotaed 
ctx ry teas 
rem! Tyary 
Or ee | 
ializins 
ertising ‘. 
l hring : 
re ‘et 
on ete 
’ Gollan it’ 
dollars - Ss a 
sion {HABIT 
account : 
y 2 
th id o\ i n the j 
ta j 
a PO 
ix ° 
NS Sie ey é 
i ie ase kad oe ot : “i 
a . Crm . | ~~ e } : / 
. Mo aamen {2 ee wife uke ° : : 
s a « uy , "dts -t\ vs . = u y 
ae 5 mia ed ie AR RN ae Bi Pa ig Sa : 


3 | Ee b . ar 
6 ADVERTISING AGE May 3, 1937 
5 }voluntary petition in United States Rickerson A ointed study the question, reported to the 
State Ss Attor nl ey | District Court for permission to re-| eth Wtsieaen — a: ABC directorate on results of the 
organize under section 77B of the} —s oo P investigation to date. 


Probes New York) 


Woman Financing 


\n 
In 


New 
into 
The 


here 


York, April 28 
the methods 
Vew York Woman was launched 
this week Attorney 
John J. Bennett, Jr., who obtained an | 
yrder directing William E. Wheeler, 
president of the magazine, and Ben- 
jamin W. Brown, president of Brown 
& Co., to 
appear in Supreme Court next Mon- | 
day to give accounting of their 
»perations. | 
The publication had filed a 


inquiry 


used financing 


by General 
| 
Young security dealers, 


an 


just 


pointed manager of the Kenosha, 
Wis., office of Geyer, Cornell & New- 
been operating under a $9,000 weekly/ el], Inc. Mr. Rickerson was formerly 
deficit. Total liabilities listed | with the Campbell-Ewald Co., Detroit, 
at $1,079.433, with assets of $201,607.|and more recently with J. Stirling 
The 


bankruptcy act, revealing that it had 


were 


STATE POSITION 


the order, termed the gen 


attorney 


in Greensboro, N. C. 


eral’s charges baseless and said the} TI + Sith Mie | 
allegations would be proved false at| $5 on = pre — oe = 7 | New York, April 28.—Further con- 
; Agency branch in Greensboro, N. C.,|_. : oad : 
the Monday hearing pe heen located in the Jefferson | *ideration on admitting controlled 
| blde circulation business publications to 
, Audit Bureau of Circulations mem- 
Carpenter Added | ' 
P e N B Ss H bership was given at the directors 
Frank H. Carpenter, previously rennan ames dS ‘ gle ap ake 
: ns . ~,: | meeting held here last Friday at 
with Small, Spencer, Brewer, Inc., Blackett-Sample-Hummert,  Chi- thich H. H. Kynett. Aitkin Kynett 
has joined the Chicago staff of Noee,|cago, have been named to handle - aa 2 ae ; mn nett, x _ 
Rothenburg & Jann, Inc., newspaper| advertising for Grennan Bakeries, Co., Philadelphia agency, chairman 
advertising Inc., Chicago. lof the ABC committee named te 


139% GoM 


~WHAS 


Edward Petry & Co., 


National Representatives 


* 


IN DEPARTMENT 
STORE SALES! 


In Louisville, improved Easter business swelled March 
Department Store sales more than 139% over 
February volume and registered a gain of 40.8% 
over March 1936 .. . In other branches of retail 
trade increases ranging from 15% to 50% over 1936 
were reported. 


Greater sales volume and extra 
profits are to be had by promoting your product 
in this market .. . 


_ FACTS ABOUT LOUISVILLE BUSINESS ... 1 


| Bank Deposits are at an all-time high . . . 
| Bank Clearings are 19.8°% over 1936 
Building Permits gained 52° in March 
Employment is 20° to 30% above 1936 
-s 


» magazine sought to become | sama Inc. | 
monthly instead of weekly : | 
Vr. Wheeler, following issuance ot | New G-H Branch Opened ° ° 
. 


Latest activity of the study com 
mittee was to send a questionnair: 
to users of space in business publica 
tions. Analysis of the returns is t 
get under way shortly. In a state 
ment issued yesterday, the ABC 
says: 

“Apparently the appointment 
the study committee has been inter 
preted by some to mean that ther 
a proposal before the board t 
admit free circulation papers in the 
newspaper, magazine and farm pape 
fields or, at least, that the admissio 
of free business publications to men 
bership would set the door ajar fi 
admission of free circulation pub! 
cations in these other fields. 

“The committee points out 
even if the results of the study 
which relates entirely to busines 
publications, should develop eviden: 
which would justify a recommenda- 
tion that free circulation business 
papers should be admitted to men 
bership, the sentiment in the board 
against the admission of free circu 
lation publications of other types is 
overwhelming and therefore there 
would be no chance of amending the 
present by-laws which exclude such 
publications.” 

Final action on the entire ques: 
ltion of admitting controlled circula. 
tion business papers may be taken at 
|the annual ABC convention in Chi- 
}cago next October. 


US. Cast = 
Rinso Infringes 
Rivals’ Patents 


is 


that 


Chicago, April 27.—Reversing a 
eeneiuas decision, the United States 
District Court of Appeals here has 
ruled that the Lever Brothers Co. 
product, Rinso, infringes patents 
of Colgate-Palmolive-Peet Co. and 
Procter & Gamble Co. 

The decision calls for an account- 
ing by Lever Brothers on sales of 
the widely promoted product. The 
complainant companies contended 
that heavily increased sales of 
Rinso occurred after patent-infring- 
ing changes in the product in 1929 
Lever Brothers maintained the sales 
increase was due to aggressive pro- 
motion and said that product im- 
provement had not been stressed 
over this period in their advertising 


States Join N. Y. Fair 


Bills providing for participation in 


the New York 1939 Fair have bee! 
adopted in 19 states and _ similar 


measures are under consideration it 
15 others. Missouri, with an appro 
priation fixed at $250,000, leads in 
provisionary funds voted so far. 


Issues “Public Relations” 

Public New York, has 
been started by Public Relations 
Inc, New York; Edward W. Pryor 
| publisher. The publication is 4 
|monthly “magazine of human rela 
{tions in business.” 


Relations, 


| = | — 


S & S READERS 
ANALYZED! 


HE new Street and Smith 

“Point of Purchase’? Readet 
ship Survey, conducted by the Bu 
reau of Industrial Research, gives 
to every advertiser a complete an 
alysis of reader habits and buying 
potentials of Street and Smith 
Plumbline Magazine readers. It 


Che Convrier-Zourual 


‘THE LOUISVILLE TIMES. 


REPRESENTED NATIONALLY BY THE BRANHAM CO. 


bought by people in every economic 
bracket and in all occupations It 
proves that they attract the adult 
wage earners who command top 
salaries in their respective fields 0! 
endeavor. These facts are substan 
tiated by statistics based on income 
and rents paid. 


| proves that these magazines are 
| 
| 
| 


i | 
i | The following figures show * 
division of S&S readers by incom 


PERCENTAGE INCOMI 


5.3 $7,401 and over 
15.5 $2,601-$7 400 
37.5 $1,401-$2,600 
39.7 $1,400 and under 
| _— 
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The The increased newsstand sale of Pictorial Soaring newsstand sales, reflecting greater 
neyadied Review-Delineator is the result of giving the value for readers, provide advertisers, too, 
les ( . . . . . 
pr reader more for her money. with more for their money. A lavish editorial 
in 2988. formula attracts not only a larger audience, 
ive pro * * but a more interested one; a more active and 
yi responsive market for advertised products. 
ertising Women recognize, for example, the he ge ‘“ + 
7 value in a complete, book-length novel i 

r 

eed , every issue—an exclusive feature found in Recognition of these facts has contributed to 
ve beet no other women’s ten-cent magazine. They impressive gains in advertising volume. 
| see further evidence of more for their money With a percentage increase of 29.4% for the 
map| in the liberal volume of short fiction by pop- first five months of 1937, Pictorial Review- 
i. ular writers . . . the courageous articles on Delineator is setting a pace that places its 
abesiit | vital controversial subjects the refresh- gains far in front of the other women’s ten- 
wenger ing treatment of fashion, beauty, home-mak- cent service magazines. This trend con- 
Relations ing and other service features the pro- tinues with the July issue, which closed with 
mis fusion of striking illustrations, including the an increase of 87°% over July 1936. 
ae full-color photographic covers by Anton 
— Bruehl. x * 
F * * Such clear-cut evidence of acceptance by 
RS readers and advertisers—plus the current 
; Newsstand sales climb as more alert women circulation bonus of 750,000 copies and the 
>! discover this greater value in Pictorial Re- lowest rate in the field—suggest the imme- 
soar view-Delineator. Recent issues have aver- diate use of Pictorial Review-Delineator by 
y the Bu aged a half million copies monthly—a gain any business seeking volume sales in more 
ch, gives : r : 
plete an of 50% over the same issues in 1936. than 3,000,000 homes. 
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Spot Broadcasts 


“As the possibility that typhoid “' ANA I N. 
tures may be used to poison a water | ssues ew 


Increase, Latham 
Tells Marketers To use spot broadcasting most in- 


Ne W You k, 


cating an inne 


April 27 


ing corresponding to the increase 
were | personal field work to give 


radio advertising in 
cited by Jack R. Latham, in 


of station relations for spot 


casting with Young & Rubicam, 


an addres 
the Advertising & Marketing 
of the New 


to approximately $35,000,000 in 1936. | 
The use of transcriptions has 


Figure 


rease in spot broadcast 


general 
charge 


broad 


before the last ses 
Forum 
York Advertising Club 
Mr. Latham reported that spot broad- 
casting had increased from $13,000,- 
000 in 1934 to $17,000,000 in 1925 and | 


also 


local live talent, and “dubbing” from 
° | | 
transcription libraries to make a 
show for spot use. |}supply fails to halt the march of sci- 


Recommends Media Study 


telligently, the speaker 


indi- | coverage 


time and local talen 


sponsors, as well 


power and 


in | available for 


as 


acqualn 


ence,” he said, “a handful of eco- 


vertising’s high destiny of hastening 


TO WANT JOYS 


suggested the fulfillment of America’s dream 


that detailed files be kept, showing of both material and spiritual satis- | 
» showmanship, changes in faction.” 
t | Asserting that advertising in- 
| 


is 
identified with ethical 
standards of the press, Mr. Luce told 


extricably 


tance with the independent stations ntinued jfrom Lage 1) the four A’s that advertisers will de- 
The small station, operating in the |success is the ancient theory that | termine whether the public shall 
ame area with a powerful competi-|money isn’t everything, the verdict | have what it wants or the truth it 

ee tor, is sometimes stimulated to ac-|being insignificant only because of | must be told if it is not to perish. 
” ltivity which makes it a better buy, |itS unanimity. Advertising, possessing power of 
he suggested, and this can be learned| “To the ordinary customer in @)}]ife and death over every publication 
jonly by actual observation of the|troubled world,” — he commented, |in this country, can no longer con- 


program material. 


| 
| 
| 
| 
| 


Program Post to Kuhn 


| 
steadily increased, the figures being: | land, Ore., advertising agency bea 


1934, 


1936, $11,000,000. 


$6,000,000: 1935, 


The advantages of spot broadcast- 


$7,600,000; |ing that name, has been appointed 
ladvertising manager for the program 
lof the National Amateur Golf cham- 


Randolph H. Kuhn, of the Port- 


|“Broadway offers a philosophic jtent itself merely with determining 
viewpoint. Its success suggests that|which paper has the most readers, 
a country growing adult with worry |but must decide which are worthy of 
and disillusion may be starting to|survival, Mr. Luce contended. 
think, making the best of things and | Twaddlers Get Support 


lof finding contentment, not in some aw Mae 
» re : | Thus far, advertising’s enormous 
fabulous dream of riches, but in the} ‘ 
| benefits have been bestowed largely 
| 


commonplace and little enjoyments : : 
PR on editors who publish pure twaddle 
within easy reach. 


; ; ionship meet at Portland, August : land denied those who would give 
ing include its service to the small por mp 3 | “f don’t know what's happened to | l lel i . er = 
. : 23-28, a ies . |their readers their political daily 
advertiser as well as the opportunity | jour old friend, the go-getter,’ Mr. | 4 
it gives the large advertiser in- | Anderson added, “unless he’s on a | bread, he said. 
y »¢ arge < ; Sse “i 7 . d VS é nu, 25% a . | oer s $ j 
Ge ; . ; : : , This is the only court in the land 
tensify his campaign on a selective New Clicquot Drink ‘li sitdown strike, but I haven’t seen lt inn 3 nes . aathin® Te 
; ‘ | The ‘i ’ y s 2 _ o whic am acc able, Mr. 
basis, Mr. Latham pointed out, ex- | M Phe < 4 ‘ os : ell ame = him on the stage recently. as told the agencies “The press 
ey | Mass., as “oduced ¢ ew bever- ik 3 . sce ) > agencies. > "ess 
plaining the various methods by |: ee ‘ ‘ Mr. Cornell, featured as one of the | B I 


tion of a network show, the 


o— — = = 


Ana 


yewal 
mt arcanta Dart % 


tare 


Youce of the South 


agency, with Luis Weil, 


of | executive. 


accoun 


uthoritative be 


ures fo 


Ten Lea 


Atlanta 
Dallas 
Houston 
New Orleans 
Louisville 
Memphis 
Miami 
Birmingham 
Richmon 
Nashville 


Atlanta's Fl 
secutive yee 
+9 circulatio 


: : ; cs lage, Yermat. The Boston office, N. W. ; f ivertisil 

, > . > “* ‘ ror . ry a. . a rVeE > , re ses ‘ rer Ss a 
which this type of radio adve rtising | ayer & Son, Inc., is the advertising |STC@t Copy geniuses OF advertising 
can be utilized, including transcrip- 


‘ORMSBEE, | 


lis so free that even the United 
\States senate dare not investigate 
its conduct. There is only one law 
|in the concordat between the adver- 
tiser and the publisher—give the 
l\public what it wants. While this 
| may be a fair standard for the 
|}manufacturer, it is false for the 
| publisher because the two are deal- 
\ing in different goods. The public 
jneeds the output of the manufac- 
jturer but is not only duped _ but 
|doped by the stuff published in 
many papers today,” he concluded. 

“While almost any curb on mer- 
ichants and manufacturers is coun- 
| tenanced, it seems to be the will of 
| the people that no controls be im- 
|posed on publishers.” 

Thus, he said, an ever increasing 
jvolume of sensationalism and medi- 
locrity has been dispensed to a pub- 
lic which wants everything “from a 
| bottle of beer to hope of immortal- 
ity.” 


¢ | Said that out of confusion are emerg- 
ling the outlines of a noble pattern. 


| Europe,” said the publisher, “but 
here it remains free to seduce the 
people to their own destruction. 
Truth or death is the only answer 
because the people cannot give in 
without truth.” 

In 1922, he said a great editor, to 
whom he submitted his plans for 
Time, shook his head and explained 
that the public doesn’t want to be 
informed, but only amused. This 
|philosophy has made such strides 
| that true standards of journalism 
lhave almost vanished with only the 
advertiser possessing enough power 
|to recreate them. 
| 
jnition of the social responsibility of 
| advertising, 
| made profitable 


“People buy products not alone 
because they are cheaper or bet- 
ter,” he said, “but because in some 


jsubtle way the writer of the adver- 
| tising has conveyed the idea that 
|their production, sale and consump- 
ition involve a useful social function 
jin the community.” 

He denied that the press has lost 
its influence, commenting that it has 
lost many a battle but never a war. 
Jury Is Hung In 

Levey Fraud Trial 

A Federal jury sitting in the case 
of Harry H. Levey, New York adver- 
tising man indicted on the charges 
|} Of issuing false financial statements 
to bolster his credit standing, last 
| week failed to reach a verdict after 
10 hours deliberation. 

Judge William Bondy set May 17 
for retrial. U. §. attorneys at- 
tempted to show that the defendant 
sent through the mails financial 
statements, in order to obtain credit 
rating from the American News- 
paper Publishers Association and the 
Chatham-Phoenix Bank, New York 
of between $100,000 and $250,000, 
which was not warranted by his true 
Mr. Levey denied the charge 


Changes Schedule 


The Junio League Magazine an 
nounces in its May issue that it will 
drop the July issue and publish in 
September instead, maintaining its 


ten-month schedule 


ase with 26 con- 
e and a new Pee 


assets 


nomic illiterates cannot obscure ad-} 


“Journalism has been destroyed in 


Mr. Moley made a plea for recog- | 


asserting this can be|} 


Study of Local, 
National Rates 


| 
| 


| New York, April 27.—A 
|showing the local-national newspaper 
|rate differential of daily and Sunday 
| newspapers in United States cities of 
150,000 population or over was issued 
|}yesterday by the Association of Na. 
|tional Advertisers. Titled, ‘Local. 
| National Rate Differentials,” the cur. 
jrent volume is extended in 
scope than a similar effort made by 
ithe ANA in 1929. 

| The book consists principally of 
ithree sets of tabulations. The first 
|shows the 5,000 and 10,000 line local. 
|national differential with the agency 
|15 per cent discount deducted. The 
|second set provides the same infor. 
|mation on the 20,000 and 50,000 line 
rate and the third shows average net 
paid circulation, date of rate cards, 
|cash discounts and open or flat gross 
rates per line for each newspaper 
included, 

The study was issued in response 
to demand from the ANA member. 
ship, according to Paul B. West, presi- 
dent, who points out in a foreword 
that the ANA newspaper committee 
“does not mean to indicate that any 
one factor is the sole criterion by 
which a newspaper should be judged, 
However, just as the unit rate of a 
newspaper in relation to the average 
of any newspaper that may have 
similar circulation in the same see. 
tion of the United States is a factor 
to be considered in space buying, so 
is the local-national differential.” 


Study 
A 


more 


Bernsten Withdraws | 


H. C. Bernsten, head of the Los | 
Angeles advertising agency bearing 
ihis name, has withdrawn from the {| 
j}account of the Richfield Oil Corpora. 
tion of that city to take an extended 
vacation. The Richfield account will 
be assumed by Hixson-O’Donnell, J 
Ine. j 


all-time 


high | 


More than a month ago. More 
‘than a year ago. More thet 
the biggest big month (De 
_cember) in history. June Ope’ 


'Road for Boys carries mor 
| és 
|advertising volume than ty 


‘issue ever published. 


Open Road for Boy’ 


729 Boylston Street, Boston 


122 E. 42nd St. 
New York 


307 N. Michigan 4” 
Chicago 
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Los Angeles 
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Some strange facts we found in awomans magazine 


RECENT ISSUE of a famous woman’s 
A wnscwine was scientifically checked 
to determine the number of people. who 
read each advertisement. 

The best-read advertisement in the 
magazine was a 4-color page. So was the 
second best. The best 4-color pages out- 
pulled the best black-and-white pages, 
and the best black-and-white pages out- 
pulled the best half pages. Everything 


normal so far. 


BUT... 

Two black-and-white pages got better 
reading than the average 4-color page. 
(A black-and-white page costs $3,000 


less than color! ) 


Four half pages got better reading than 
the average 4-color page. (A half page 
costs $7,750 less than color!) 


One black-and-white page was better 


read than 22 of the 4-color pages. 


Eleven advertisers paid out their good 
money for color—yet their pages did not 
get as many readers as the average black- 


and-white page got. 


THE MORAL: 
It’s not the cost of white space that de- 
termines the value of an advertisement. 
It’s the gray matter that goes into that 


white space. 


% 


YOUNG & RU BICAM, INC « Advertising . New York + Chicago - Detroit - nstawebe - Toronto « Montene 
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Women’s Survey 
Brings Switch 


in Shell Show 


New York, April 28.—Switching of 
the Shell Union Oil Corporation radio 
program, now heard every Saturday 
night from 9:30 to 10:30 over an NBC 
Red Network to an earlier hour, in 
order to encourage a greater listen- 
ing audience of children, was this 
week reported to be one of the first 
results of the initial commercial sur- 
vey conducted through the member- 
ship of the Women’s National Radio 
Committee. The committee’s facilities 
were recently placed at the disposal 
of national advertisers through Wads- 


worth & Wood, Inc., New York mar- 
ket research organization, as re- 
ported in ADVERTISING AGE, March 22. 
J. Walter Thompson Co., New York, 
is the Shell agency. 


Appeals to Family 


Although Shell Oil stated that the 
survey is strictly confidential and 
that results will not be publicized, 
examination of the questionnaire 
sent out to members of the women’s 
group indicates that the Joe Cook 
weekly program is endeavoring to 
make an appeal to the entire family, 
with mention of features that are 
“clean and wholesome,” and a “bene- 
ficial influence on the younger mem- 
bers of the family.” This marks a 
decidedly new approach for the pro- 
gram. 


NEW AGENCY HEADS 


H. Thornley (left), 


executive vice-president of N. W. Ayer 


George formerly 


& Son, Inc., heads the new agency 
Thornley and Jones. Elwood Enke, is 
new manager of the Beaumont and 
Hohman, Inc., branch at Portland, Oreg. 


TRE Sea aR 


YOU CETA 


si a ts aaa 


RUN FOR YOUR MO 


There’s food for thought in these —=%j 
photographs. Mrs. Diehard is just 


as conservative in the way she buys her 
clothes and furnishes her home, as she is 
in the way she plans her meals. She’s a 
standpatter of the old school. 


But, fortunately, that’s only half of the 
picture. Mrs. Buyeasy is just as modern 


as Mrs. Diehard is conservative. 
an alert, 


represents 


She 


up-and-spending 


market, young in ideas—regardless of 
their years. They’re the best prospects 
for food or whatever you have to sell. 


CHICAGO 


NEY-OVER ON THE 


is Your 


Marke ? 


Hot Dan, French 
Mustard Man’s 
Scope Widened 


New York, April 27.— Dominant 
newspaper and magazine advertising 
has been started for French’s mus- 
tard, popularizing a new advertising 
character, Hot Dan the mustard man. 
The campaign is stated to be the 
biggest ever put behind a prepared 
mustard. 

The newspaper copy in various 
sizes of space up to a full page 
heralds Hot Dan’s arrival in New 
York after his success in selling 
French’s mustard elsewhere for the 


—* How to reach these alert Buyeasies 
is no guessing proposition. 


We 


know our market and we know our 


readers. 
advertisers. 


And so do many successful 


We don’t claim that the Buyeasies read 
only our paper. But we do say that be- 
cause we have the largest evening circula- 


tion 


in Chicago—because we’re 


editorially attuned to the Buyeasy way of 
thinking—our readers represent the larg- 
est, most accessible audience of Buyeasies 
in town. Reach them... and REAP! 


-e--a good newspaper 


National Representatives: Hearst International Advertising Service. Rodney E. Boone, General Manager 


AMERICAN 


—e 


HOT MUSTARD COPY _ 


Ne \ar Hot Dan TE MUSTARD Ay 
“Se — comes to New York! 
~ pay ee - ~~ 7-4 | r * a 


Said to be the largest advertising cam. 
paign put behind a prepared mustard, 
R. T. French Co. is using dominant 
newspaper and magazine space to sup. 


port its trade character, Hot Dan, the 
mustard man. 
R,. T. French Co. Both English and 


foreign language papers have beep 
scheduled, some in color, together 
with a magazine list of five women’ 
national publications, through J, 
Walter Thompson Co. 


Give Spoon Premium 


A Hot Dan mustard spoon, given 
free with each purchase of a 10-cent 
jar of French’s mustard, is featured 
in the copy. The spoon, made of 
beetleware and moulded in Hot Dan's 
image, is offered as a means to avoil 
the annoyance of wiping mustard 
from the handles of spoons or pad 
dles that frequently fall into the mus 
tard, also thus to avoid having mu 
tard on tablecloths and napkins. 

Copy stresses the message ‘that 
eight out of 10 leading meat packer 
approve of French’s “because it lends 
just the proper bit of tang to the 
flavor of fine meats.” A _ cartom 
strip in the corner of the advertise 
ment makes Hot Dan the hero ini 
sequence where the husband cop 
demns the frankfurters served hin 
by his wife, enabling Dan to save 
the day by serving his mustard while 
Mr. Husband commends the im 
proved taste. 

The 10-cent size is favored ove 
the usual 15-cent size, as more 4a) 
propriate for metropolitan hous¢ 
wives, who do not want to keep larg 


stocks on hand, because of spat 
limitation and small number 
household. 


Serzano Heads Hermiston 


New Consolidated Sale 


Wailes Dove-Hermiston Corpor 
tion, New York, manufacturer of pip 
protective coatings, has consolidate 
its industrial sales under Julie ? 
Serzano. 

A national sales promotion pr 
gram for a complete group of induv 
trial protective coatings is being ! 
leased. 


Adds London Shows 


William H. Rankin Company, Nef 
York, has been appointed advert! 
ing counsel for London Characté 
Shoes, Inc., New York. Robert # 
Rankin is account executive. 


Complete Broadcast- 
ing Facilities Wired 
and Transcribed 


TRANSAMERICAN BROADCASTING 
AND TELEVISION CORP. 


JOHN L. CLARK, PRESIDENT 


NEW YORK HOLLYWOOD 
521 Fifth Ave. 5833 Fernwood 
MUrray Hill Avenue 
6-2370 HOllywood 5315 
CHICAGO 
333 N. Michigan Ave. 
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TWO DISPLAYS IN ONE...R 
over Simply by turning the ow —— 
‘e ap and inserting the proper slide card, this . ‘ 
Louse unique floor merchandiser becomes OMBINING creative art 
larg — effective for Paul ae The ( 
space ld Oscar Pepper display to the right ° . . —= 
vgs performs a similar double service. with intensely practical } ; 
7 . . . . . ( | 
merchandising—it is this which makes . 
ton 
. ‘“ ” 4: ° 
sale U-S” displays a profitable investment. 
rport This display dispenser is an insti- 
os tutional piece. The basket may be WA 
lie | These merchandisers were developed = {<4 Py the merchant for any of | 
e advertiser’s whiskies he wishes 
1 pre a ee e to feature, merely by changing the 
inde by the Palmer Division of The United cara in front. 
The top panel of sash of these displays . : . 
1s removable and peverake a-ak the States Printing & Lithograph Company 
1s base me yinonig Se the eng in place, and “ 
: presto! you th di ” ° ° e e 
vert foradiferent brand! ©) and back of every “U-S” Division is 
racte . . e e . . 
rt an entire organization in which ideas 
— are pooled for SALES RESULTS. 
This accumulated and highly special- 
” . ized experience is at your disposal 
These cards fit interchangeably into th 
Tt. top panels of the floor dispensers — , sas —" 1Vici 
t ipa othe floor dispensers  ywhen you deal withany U-S” Division. 
acds versatility and adaptability to a 
atl ‘ouble-duty display. 
TING The 
AND DIVISIONS. ... . . Bee ee 
, = ' HOME OFFICE: 320 BEECH STREET, CINCINNATI t BORALOSON, LITHORRAPHING -OIYISION 
, And here is the Holiday feature which SRE? Se Seren Serer 
5315 slips into the top panel, to dispense BALTIMORE CINCINNATI LOS ANGELES PITTSBURGH 
hristmas Ch This is. BOSTON CLEVELAND KANSAS CITY SAN FRANCISCO 
- stmas Cheer. is ls removed when BROOKLYN DETROIT MILWAUKEE SEATTLE 
the Holidays are over, but the dispenser BUFFALO (Dearborn Station) MINNEAPOLIS ST. CHARLES, ILL. 
~ontinues to SELL throughout the year. ee INDIANAPOLIS PHILADELPHIA 
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Experiments in Price-Fixing 


The enactment of the Guffey coal 
bill and its approval by President 
Roosevelt have set the stage for an- 
other national experiment in price- 
fixing for a major industry. Many 
operators have wanted regulation of 
this kind, as a means of avoiding 
price reductions to a level which 
has threatened to bankrupt the in- 
dustry. Both its sponsors and its 
critics will now have ample oppor- 
tunity to see how the plan will func- 
tion. 


The NRA gave the country its 
first taste of price-fixing, since the 
establishment of industry control 


under the 
it the 


Blue Eagle carried with 
suspension of the anti-trust 
laws and made it possible to put 
into effect price codes affecting 
practically all industries, commodi- 
ties and even services. The general 
agreement was that the experiment 
was a failure, making higher prices 
necessary, and to that extent retard- 
ing the progress of recovery. 

The soft coal industry is in a pe- 
culiar condition, and believes that 
price control is necessary to its eco- 
nomic health. However, it may be 
suggested by those not so close to 
the picture as to be involved in its 
competitive problems that iis real 
difficulties lie outside rather than in- 
side the industry. Coal is a staple, 
but unfortunately its market has not 
been retained. Consequently main- 
taining prices at levels too high for 
effective competition with other 


fuels may only accelerate the 


pro- | 


gress of decline for the industry as 
a whole. 

The general use of oil and gas for 
house heating, the greater efficiency 
of industry in burning coal for 
power, the successful introduction 
of Diesel power in railroad and other 
industrial operations have all re- 
duced the market for coal. With a 
shrinking possible volume, there has 
been great competition among oOp- 
erators for the available business. 
On the other hand, mine workers 
have forced the fight for higher 
wages, which have in turn brought 
about higher prices and great sea- 
sonal fluctuations in employment. 

Establishing official minimum 
prices at which bituminous coal 
must be sold may have the effect of 
insuring a profit for each operator 
on the coal he sells, and at the same 
time make it possible for the mine 
workers to receive an adequate 
wage. Both of these results, how- 
ever, are predicated upon the main- 
tenance of sufficient volume to take 
care of fixed expenses of the industry. 
including interest and 

If prices are fixed at a figure 
which deters rather than invites in- 
creased consumption of coal, both 
the operators and their employes 
may find that they have won a 
Pyrrhic victory. The history of at- 
tempts at price fixing in other in- 
dustries suggests that this is the 
wrong approach to the problem, but 
coal may be able to prove that its 
business is different 


depreciation 


Fairs and Fans 


The New York world’s fair of 1939 
will be put 
of fan 
nounced. 

“The 
“are determined 
$125.000.000 


down 


over 
dancers, it has been 
fair’s directors,” 
that 


enterprise 


New 
shall 
as the show 


York’s 


in history 
dancer put across.” 

Somewhat 
thus 
great 
to the 
given 


insidious 
to Sallv 
contribution 


reference 
Rand 
which 


made and 


she 


the 
Exposition 
and 1934. 
It would 
New York 
for 


Chicago Century 
the 


ress in years 


be 
to 


out of keeping for | 
rely 
for fan dancing 


Bubble 


on fan 


its publicity, 
dated. 

dancers and 
of dancers 
their 


already 
ple 
kinds 
gone 


dancers, ap- 


various other 
have come 


respective ways 


without the help|and the Chicago fair 
an- | 


it is stated, | appeal 


not go/is a great popular event, 
a fan | 


is | great 
the | ago fair happened to be. 
made | 
successful publicity which was | tant, 
of Prog: | 
1933 


dancers 


| should 
and |event the appeal of a fresh and at- 


since 


Sally Rand got publicity for herself 


by gracefully 
waving a fan. 

But New York will use a popular 
successfully, 


may happen to be. 


regardless of 
A fair 
and to at- 
necessary to 
of Science, 
of the Chi- 
The scien- 
are impor- 
more people will have an 
to appreciate them if 


what it 
is 

Hall 

feature 


it 
than a 
that 


the crowds 
more 


tract 
offer 


as 


marvels of the era 
but 
opportunity 


tific 


| their curiosity has first been stimu- 


lated by something 
and humanly appealing. 

New York will find out what the 
people want in 1939, 


ito them, 


more directly 


and will give it 
thus providing for what 
be a great and successful 


tractive idea. 


PROSPERITY SALES SIGNAL 


— 


“GRATAM 
PUNTERS 


—Boot & Shoe Recorder. 


"| want something comfortable for wearing in this position.” 


Views from 


Muckrakers 


(As viewed in the Pilot-Tribune, 
Storm Lake, Ia.) 


Within recent years, there have 
been written several books attack- 
ing nationally advertised products 
and presumed to be in the interests 
of Consumers’ Research. 

Most of these books are clothed 
in more or less sensational gar- 
ments. The general public usually 
enjoys literature of this nature. 
Hence, there has been a large de- 
mand for these muckraking volumes. 

At the same time, little has been 
written painting the other side of 
the picture. Books that have been 
written haven’t attracted the atten- 
tion of those making the attack. 
This is on the principle that people 
“get a kick” out of reading an at- 
tack on the supreme court such as 
the book “Nine Old Men,” while 
finding a volume on the other side, 
“Nine Honest Men,” not exciting. 

Just a suggestion, of course, but 
those library boards that have been 
installing the anti-national advertis- 
ing books should be fair enough to 
place those on the other side like- 
wise on their shelves. This would 
undoubtedly please fair and broad- 
minded readers. 


Consumers 

(As viewed in National Petroleum 
News) 

Isn’t it about time to quit classi- 
fying the American public solely:as 
“consumers” and to look upon them 
and treat them for what they really 
are, American business people? 

The American public are first 
makers and sellers of our products 
and “consumers” of them after- 
ward. Quite a few million of the 
American public are owners of all 
of its business enterprises, big and 
little. More than a million own the 
oil industry. Most of the rest of the 
American public are officers and em- 
ployes of American business. The re- 
mainder are more or less dependent 
upon American business. 

Yet American business men con- 
tinue to think and deal with the rest 
of the people solely as “consumers,” 
whose “acceptance” they earnestly 
order to make them “cus- 
tomers.” However, after the “ac- 
ceptance” is had for the products of 
American business, the “customers” 
turn on the other man’s business 
through legislation seeking more 
control and regulation and more un- 
fair taxing of his business. 

Our whole merchandising scheme 
to the public is set up solely on the 
basis of their being “consumers” 
only. Sales managers and advertis- 
ing men talk continually and only 
of “consumer acceptance.” Radio 
men tell of it. Salesmen for na- 
tional magazines and newspapers 
and roadside posters preach it day 


seek in 


the Outside 


and night. It is the only subject in 
advertising agencies. 

Yet with all this “consumer ac- 
ceptance,” or despite all the money 
being spent on it, the “consumers” 
are trying to put business in the 
“doghouse.” 

Only the business papers are say- 
ing anything much about the ma- 
chinery of business, the number of 
and the thinking of business people 
but their volume of business is 
necessarily small compared with all 
the other avenues that business 
uses to reach this hell-raising ‘con- 
sumer”; so the chorus that the 
business men raise in their own 
business papers is not heard 
very far and the small volume of 
business there holds little profit and 
therefore attraction for many of the 
advertising fraternity. 


Overstatement 


(As viewed in the New 
State Dental Journal) 


Jersey 


In the bright lexicon of the aver- 
age advertiser there does not seem 
to be any such word as “ethics.” 
They all tend to follow the beaten 
path of exaggeration and misrepre- 
sentation. To put it mildly they are 
optimists, both as regards their ap- 
praisement of the virtues of their 
products and their confidence in, and 
reliance on, the gullibility of the 
public. Such authority as they 
sometimes need to give plausibility 


to their ballyhoo they take where 
they find it, and apply as it suits 
them. 

Our own profession, for example, 


has been a frequent sufferer from 
these encroachments upon its au- 
thority. Over the vears dentistry 
has gone up in the scale of ethics 
and its indorsement of an article, or 
a method of treatment, has come to 
mean something, a fact which a Ccer- 
tain group of advertisers well under- 
stand and have not hesitated to use 
to their own advantage and financial 
profit. 

And now appears a new type of 
advertising that goes beyond mere 
encroachment and which, for cool 
effrontery, is in a class by itself. 
It is the advertising for one of the 
newer denture base materials. 

In reply to letters protesting this 
abuse of the profession’s preroga- 
tives, the laboratories’ 
writes: “Our final decision in the 
matter was based on information re- 
ceived from the dental profession.” 

From whom was this information 
received? Certainly not from any 
authoritative sources within organ- 
ized industry. 

Dentistry does not want to fool 
any of the people any of the time 
and, to a greater or lesser extent, 
that is what advertising amounts 
to. If it is to be effective, advertis- 
ing must carry a punch and the 
punch comes from overstatement. 


representative | 


es 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from compa. 
nies sponsoring them, or through 
ADVERTISING AGE, by any national ad. 
vertiser or advertising agency execy. 
tive writing on his business letter. 
head. 

No, 1162. Growth. 

This brochure issued by /1 r0- 
gresso Italio-Americano and Corriere 
d’America contains data on New 
York’s Italian market. It includes a 
population map of Italian-Americans, 
and statistics on the papers’ coverage 
and merchandising service. 

No. 1154. Minnesota Today. 

The increase in farm cash income. 
1936 over 1935, was $78,179,000, says 
this folder issued by the businegs 
departments of the Minneapolis Jour. 
nal, Minneapolis Star, Minneanolis 
Tribune, WCCO, St. Paul Daily News, 
St. Paul Dispatch-Pioneer’ Press. 
KSTP, WTCN and The Farmer. This 


beats, by 38 million dollars, the pre. 
diction of the Third Minnesota Bus 
ness Map issued by this grou; 
August, 1936. 


in 


No. 1107. Dynamic Buying Power. 

This brochure, issued jointly by 
National Home Monthly, Canadian 
Home Journal, Chatelaine, Maclean's 
Magazine and Canadian Magazine 
gives a comprehensive picture of 
Canadian markets. It marks the first 
co-operative presentation of their 
market by Canadian magazine pub- 
lishers. 


No. 1106. The Making of Twenty 

Four Sheet Posters. 

This illustrated brochure issued by 
Forbes Lithograph Manufacturing 
Company starts with some helpful 
suggestions for the art director and 
production man, and follows through 
with a description of various steps in 
the making of a poster. 


No. 1160. A Summary of Summer 

Radio Facts. 

This summer there will be at least 
34 million radios in use in the United 
States, according to this brochure is 
sued by Columbia Broadcasting Sys 
tem. Figures are taken from a Stare! 
survey of radio ownership and sun: 
mer listening habits. 


No. 1150. Keeping You Posted in 193 
on Janesville’s $65,000,000 Mar 
ket. 

The Janesville Gazette has issueé 
this convenient file of market dat 
on the area served by this newsp 
per and radio station WCLO. It co! 
ers information on buying trends, al 
tomobile registrations, employmel!| 
and farm data, as well as circulati0 
merchandising co-operation and pres 
work of the Gazette. 


1155. Looking Beyond Circult| 
tion Figures. 

In this brochure Screenland U2 
holds a magnifying glass above |! 
homes of its readers, giving a pictu"™ 
of the families, their possessions 2! 
buying habits. 


No. 


No. 1157. 385 Hours a Day. 

Issued by National Broadcast 
Company, this brochure tells ab 
the planning that lies behind ™ 
|many types of daily broadcast pr 
entations. There are many illust 
'tions of artists and program scele 


No. 1085. The Agricultural Qutloo 

Figures on farm income, pric@ 
implement sales and farm electrif@ 
tion progress are some of the fal™ 
business high spots of this foldé 
issued by Midwest Farm Paper U2" 
Inc. 


No. 1101. Do More of Your Casi" 
Where They Rise. 
Chicago Journal of Commercé _ 

issued this brochure which shows 

| importance of the Middle West a8 

industrial territory and describes ® 

business and financial news serv" 
provided by this paper. Included " 

a cross section of its industrial ci" 

lation and a list of 1936 advertis®’ 

representing 57 classifications 
business. 
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More CHICAGO DAILY NEWS 


The 
“Chia 


Daily News 
Building 


f ph 
LEADE RS HIPS 


DUE TO SUPERIOR ADVERTISING RESULTS 


a 


During the first quarter of 1937 The Chicago Daily News sited MORE 


Total Advertising 
Retail Advertising’ and 
General Advertising’ 


than any other Chicago Newspaper — Morning, Evening, or Sunday! 


* SOURCE: Media Recorde, Inc. , | 


\ 


The Chicago Daily News does not accept alcoholic beverage advertising. For fair comparative purposes, 
alcoholic beverage linage is NOT considered. 


UJ 


T 


THE CHICAGO DAILY NEWS 


Chicago's HOME Newspaper 


WITH THE MOST VALUABLE CIRCULATION IN THE CITY 


GEORGE A. M-cDEVITT te © Eastern Advertising Representatives ° 444 Madison Avenue, NEW YORK - 12 South 12th Street, PHILADELPHIA 


JAMES L. LENOX, Eastern Representative, Photogravure, Color Comics and Retail - 444 Madison Avenue, NEW YORK 
J.RAY SCOLARO, Jans Manager Detroit Office . 4-119 General Motors Building, DETROIT 
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Mid land Finds 


Children Have 
Pulling Power 


juffalo, April 27—Attractive 
photographs of children, 
from various sources all the 
country, are featured in a new insti- 
tutional series of trust advertise 
ments of the Marine Trust Co 
through Batten, Barton, Durstine and 
Osborn, Inc. 

“Surveys on behalf of life insur- 
ance companies have indicated that 
the primary thought and concern of 
the head of a family is provision for 
the children, even more than the 
widow, in case of death,” explained 
Merrill J. Campbell, advertising di- 
rector of the Marine Midland banks. 
“That being the case, there is no 


over 


gathered | 


| 


PARENT APPROACH 


"Child appeal” is a potent sales ap- 
proach in promoting trust business, offi- 
cials of Marine Trust Co., Buffalo, say in 


connection with the institution's 
newspaper campaign. 


new 


CHECK 


Yes, and double 
check this rich, im- 
portant market alive 
with new buying 
power — and check 
the indispensability 
of space in 


MACON 


GEORGIA 


TELEGRAPH 
and NEWS 


Representatives: 
THE BRANHAM COMPANY 


stronger method, first of attracting 
attention, and second of sustaining 
interest, than fine children’s pictures. 


Wide Search for Pictures 


“Our agency scoured the country 
for children’s pictures with the fin- 
est and most natural poses possible. 
The copy theme is about the same 
throughout—the necessity and wis- 
dom of formulating an estate plan, 
so that the family head’s wishes will 
have as great a certainty as possible 
of being carried out after he is gone.” 

The bank group is running another 
newspaper series on branch conve- 
niences and the services available in 
all its offices, and a national maga- 
zine series. Each advertisement in 
this educational series is devoted to 
some phase of New York state indus- 
try or transportation. It will con- 
tinue throughout the year. 


Baker Adds Gable 


Monroe Gable has joined Baker 
and Baker & Associates, Cleveland 
advertising agency, as vice-president 
specializing in radio and copy. 


NATIONAL LEAD 
PUTS DUTCH BOY 
IN PAPER SUIT 


30,000 New Moulded Dis- 
plays Distributed 


New York, April 27.—Delivery to 
paint dealers throughout the coun- 
try last week of cartons containing 
half a dozen colorful, three-dimen- 
sional figures representing the well 
known Dutch Boy trade mark of Na- 
tional Lead Co., New York, presents 
a new trend in such vital advertising 
tools as window and counter dis- 
plays, packages and containers, pre- 
miums and trade mark merchandis- 
ing. 

Manufacturing ingenuity and the 
use of so humble a by-product as 
Oover-run newsprint are responsible 
for the new technique employed in 
turning out, quickly and economic- 
ally enough to assure widespread dis- 
tribution, the 30,000 Dutch Boy fig- 
ures for use in dealers’ windows and 
on counters. The three-dimensional 
units consist of moulded pulp, a mix- 
ture of newsprint and kraft. 

The same moulding technique is 
being applied by Pulp Products Co., 
New York, to the production of spe- 
cial window and counter display 
units, packages and premium items. 
The moulding process eliminates, it 
was said, most of the limitations of 
ordinary paper cartons, including as- 
sembling of paper parts to achieve 
unusual effects, embossing and de 
bossing. At the same time these 
chemically treated moulded pulp 
products are sturdy, light and water- 
proof. 

United Air Lines this week placed 
on its planes a new luncheon tray, 


NEWSPRINT PRODUCT 


National Lead Co. Dutch Boy trade mark 

is brought to life in this new dealer dis- 

play constructed from moulded pulp and 
a mixture of newsprint and kraft. 


designed by Henry Dreyfuss, New 
York, and similarly moulded. Host- 
esses will hand passengers a com- 
plete meal in a compact service de- 
vice that consists of a cover and tray 
with handy depressions for soup, sea- 
soning, sandwich and beverage con- 
tainers. 


Use Moulded Pulp Idea 


Two distillers have already adopted 
the moulded pulp idea for packaging 
their wares. Seagram’s Pedigree line 
has added the “rare old book” effect 
of the moulded package. Ben Burk’s 
Old Mr. Boston line has likewise been 
the recipient of an extra merchandis- 
ing push growing out of the unusual 
embossed container incorporating a 
full-colored, lithographed label. 

Ideal Novelty & Toy Co., New York, 
is placing emphasis on the merchan- 
dising opportunities dealers will en- 
joy next Christmas as the result of 
a Shirley Temple “Treasure Chest” 
container, which includes not only 
the attractive doll, but a full layout 
vf doll clothes and accessories for 
the juvenile mother. It is expected 
that more than 2,000,000 ‘‘Treasure 
Chest” units will be turned out by 
the moulded pulp process. 

Among other advertisers who have 
employed the moulded pulp technique 
for packaging and display are Plant- 
ers’ Peanut Co., Mr. Peanut; General 


Electric Co., giant bulb; and Dob); 
Hats, hat box. Novelty items jp. 
clude a Gar Wood miniature speeq 
boat which will appear this summe;, 


3-DIMENSION DISPLAY _ 


Planters’ familiar peanut man is likewise 

produced in three-dimensions for point 

of sale display in this new creation of 
Pulp Products Co., New York 


on the chain store counters all 


production manager, 
Service, has invented an attachment 
for camera or photostat equipment 
said to make possible the mechanical 
curving of a straight line of type or 
other copy. 


ver 
now being made for 
Levi & Gade, Chicago; a 
Popeye” boat (with the comic figu 
made of soap), and numerous 
toys and decorative items. 


the country, 


Chrysler, Reo Resume 


Advertising Schedule; 


Magazine copy for May issues |; 


being scheduled by agencies in charg: 
of Chrysler divisions’ 


advertising 
with resumption of newspaper line 
age to come as dealers’ stocks ar 
replenished. 

Reo Motor Car Co., Lansing, Mich. 


has also resumed magazine advertis 
ing, with emphasis on business pub 
lications. 


Rapid Copy Attachment 


Bends Straight Lines 


Richard W. Batchelder, New York 
Rapid Copy 


* 


THE POWER AND THE KINGDOM oF WLW 
The Power..... 


The clarity of WLW’s signal 


The excellence of WLW programs 
The loyalty of WLW’s audience | 


The Kingdom.... THE NATION !!! 
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Madison Would Have Increased the Court’s Powers 


NE of the most curious and astonish- 
ing historical fallacies that has ever 
gained currency in the United States 

is that which purports to make James 
Madison the author of the plan to em- 
power Congress, by a two-thirds vote, to 
override decisions of the Supreme Court. 

This assertion, arising out of a recent 
book by Morris Ernst, is cited in some 
quarters as basis for the resolution to this 
end introduced in Congress by Senators 
Burton K. Wheeler and Homer T. Bone. 
If the gentlemen from Montana and 
Washington are aware of the historical 
facts, they doubtless will prefer to have 
their proposal stand on its own feet 
rather than invoke for it the mantle of 
Madison. 

What he proposed, as can readily be 
verified by consulting his “Debates in the 
Federal Convention of 1787,” under the 
dates of July 21 and August 15, was to 
associate the court with the President in 
the exercise of the veto power before an 
act should become law. This would not 
have removed their authority afterward 
as interpreters of the Constitution to 
pass upon its constitutional validity. 

Instead of reducing the power of the 
Supreme Court justices, as “liberals” now 
are essaying to do, it would have aug- 
mented their authority by giving them a 
prior right to express an effective opin- 
ion on the wisdom and policy of legisla- 
tion—the very thing their attackers now 
criticize them for having allegedly done. 

That this is a correct interpretation 
appears from statements of three leading 
legal scholars of the convention to which 
Madison took no exception. James Wil- 
son, who first broached the proposal, with 
Madison as his second, advocated it on 
the ground that mere power of refusal to 
give effect to unconstitutional legislation 
was not enough, that the judges should 
have opportunity to throw their influence 
against unwise, unjust and destructive 
legislation. 

Luther Martin objected that this would 
give the judges “a double negative,” since 


the question of constitutionality of laws 
“will come before the judges in their 
proper official character.” Col. George 
Mason—ali this according to Madison's 
own notes—replied that, 

In this capacity they could impede in one 
case only the operation of laws. They could 
declare an unconstitutional law void. But with 
regard to every law. however unjust, oppressive 
or pernicious, which did not plainly come 
under this description, they would be under 
the necessity as judges to give it a free course. 
He wished the further use to be made of the 
judges, of giving aid in preventing every im- 
proper law 
Madison's own motion, entered in writ- 

ing on the later date, provided only that 
a bill repassed over objection by the nec- 
essary majorities “shall become a law.” 
But by the prevailing interpretation in 
the convention, as illustrated in these 
quotations and others that could be given, 
a “law” would still be subject to the judi- 
cial test of conformity to the basic or 
supreme law of the land, the Constitution. 
Indeed, Madison himself said at another 


point (July 23), with respect to state con- | 


stitutions, that, 


A law violating a constitution established 
by the people themselves would be considered 
by the judges as null and void and it 
wot be a novel and danger s doctrine that 


a legislature coul e constitution 
under which it held its ex: 
If the advocates of measures for clip- 

ping the wings of the Supreme Court 

think that Madison meant to aggrandize 
the Legislature or Congress, let them ex- 
plain why he advocated his measure on 
the ground that “it would be useful to the 
judiciary department by giving it an addi- 
tional [italics ours] opportunity of de- 
fending itself against legislative en- 
croachments.” If they assume he meant 
to pave the way for sheer democracy, let 

them ask themselves why he (on June 26, 

according to Yates’s notes) declared the 

Government ought to be so constituted as 

to protect the propertied minority against 

the landless majority. 

In short, any who attribute to James 
Madison authorship of the plan to enable 
Congress to set aside the Constitution by 
two-thirds vote, notwithstanding the Su- 


preme-Court, should be required to cite { 


their authority. 
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Silver Ladles 


for Opinions 


—_—_———» 


Two hundred 
Monroe County, 


New York, April 28 
thousand families in 


N. Y., and Allen County, Ind., were 
invited to participate in an advertis- 
ing test sponsored by Ex-Lax, Inc., 
New York, and termed “one of the 
most amazing offers ever made.” 

With nothing to buy and no con-| 
test to enter, housewives were pre- | 
sented with a 20-year, silver-plated 
sauce ladle simply for their honest 
expression of opinion—praise or crit- 
icism—of a “gift package” of Ex-Lax 
delivered free to their homes by 
mail. 

Announcement of the offer was 


made in the Rochester Democrat and 
Chronicle, Times-Union and the Fort 
Wayne News-Sentinel and Journal- 
Gazette, with Joseph Katz Co., New 
York, the agency in charge. 


Liggett Agency Moves 


Carr Liggett, Ine., Cleveland 
agency, has moved from 1259 Leader 
bldg., to larger quarters at 1605 
Guarantee Title bldg. 


_Gaylor, Chappell Join 
| “Modern Advertising”’ 


Albro C. Gaylor has been appointed 
as New York City and Atlantic Coast 
representative for Modern Advertis- 
ing, with his headquarters in New 
| York, while Lloyd B. Chappell, Los 
Angeles, will act in a similar capac- 
ity on the Pacific Coast. 

William J. Chapin, 
manager, will continue 
Midwestern business from 
lication offices in Chicago. 


Walter to Add eee 


to handle 


the pub- 


An address by L. Rohe Walter, ad- 
| vertising manager of the Flintkote 
|Co., New York, has been added to the 
| program of the Lithographers Na- 
tional Association convention at 
White Sulphur Springs, W. Va., May 
11-13. His subject has been an- 
nounced as “Speeding Sales by the 
Printed Word.” George E. Sokolsky, 
well known writer and speaker on in- 
dustrial subjects, will be featured at 
ithe opening session of the meeting. 


Plan Maine Egg Co-Op 


| A demonstration to determine 
| practicability of co-operative market 
ling of by Maine poultrymen be- 
gan in Augusta, May 1. The experi- 
}ment will seek to improve present 
| sales outlets by the candling, grading 
and distinctive packaging of Maine 


| Eggs. 
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advertising | 
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SEASONAL SELLING AIDED BY BRAND 


COLOR 


PIGGLY WIGGLY 
OPERATORS GET | 
FREE ANALYSES 


Laboratories to Test National, 
| Private Brands 


28. enable 


custom- 


Cincinnati, April To 
both its operators and theil 
ers to make scientific comparisons of 
national and private Piggly 
Wiggly Corporation has concluded an 


brands, 


| arrangement whereby Cincinnati 
| Testing Laboratories will analyze vir- 
| tually every brand of every product 
|sold through Rising 


motion of Tropix garters. 


grocery stores. 


A. Stein & Co., Chicago, is using this new window display for pre-summer pro- 
Copy in American Boy, Collier's, Esquire, Life, News 
Week, and The Saturday Evening Post, ties in with the tropical background, 


| prices make this innovation particu- 
larly timely, executives believe. 
The company’s announcement to 
franchise holders indicated its belief 
|that these tests will reveal that pri- 
vate brands are much higher in qual- 
ity than generally believed and com- 
pare favorably with those which are 
nationally advertised. 
“Practically every 


|in the grocery store can and will be 
| judged by scientific standards rather 
than by reputation, which is often 
little more than ballyhoo,”’ said the 
|} Statement. 

An extensive advertising campaign 
| will be placed back of the new serv- 
|i apprising the public that local 
Piggly Wiggly stores are now acquir- 


ce, 


packaged item 
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Your advertising gets better results, when prospects 
know where to buy your product. And they will know, 


if your trade mark and local outlets are listed in the 
Classified Telephone Directory. Let us show you proof 
that this service works. American Telephone & Telegraph 
Co., Trade Mark Service Division, 195 Broad- 
way. N. Y. (EXchange 3-9800) or 311 West 
Washington Street, Chicago (OFFicial 9300). 


ing information which will help the 
housewife to get the utmost out of 
every dollar. 

One of the places where the new 
system is expected to prove of great 
est value is in the distribution of 
canned dog foods, the company indi. 
cated. There is a wide divergencg 
in both prices and formulas of dog 
foods, and owners are in a quandary 
as to whether it is necessary to pay 
ten cents for rations for their pets 
or whether the five-cent product js 
equally nourishing. 

Piggly Wiggly 
oped a five-cent dog food, made to its 
specifications by a leading manufac. 
turer. A number of canines have 
been fed this food for a year, accord- 
ing to the company, and thick, glossy 


* 


ba 


coats and high spirits give eloquent iy 


testimony of its goodness. 

The goal of the new system is t 
make every Piggly Wiggly product 
higher in quality or lower in price 


than the nationally advertised item oa 
Every prod Bim: 


with which it competes. 
uct to be sold by the company’s oper: 
ators will be compared closely with 
the favorite and a strong selling ar: 


gument developed along one of these 3m 


two lines. 


Patronize Local Industry 
The testing system also will save vad 
money for many operators by per im 
mitting them to handle local prod am 
ucts which meet quality standards 7 
Nearly every community has a local Bie 
flour mill, for instance, marketing i 


various brands within a modest trade @ 
territory. Any of these brands which § 
are found to meet the Piggly Wiggly 
specifications will be stocked by local 
stores and the facts will be on hand 
for consumers to study if they are il 
terested in the underlying reasons. 
On occasion, improvements 
methods will be suggested which wil! 


in 


make it possible for Piggly Wiggl! RE 
products. ime 
instance, ie 


operators to handle local 
In the case of bread, for 
technical experts may assist the local 
baker in making changes in his plait 
methods which will raise the quality 
of the loaf to minimum standards. 
Cincinnati Testing Laboratories 
employs 42 persons, of whom 35 are 
reported to be technical 
Piggly Wiggly will bear the cost. be 


““Covers the 


Nation’s Market : | 


Basket’’ 


OMAHA, NEB. 


Owned and operated by the Sovereig 
Camp of the Woodmen of the World 


590 KC 5,000 WATTS 


JOHN J. GILLIN, JR., MGR. 

John Blair Co., Representatives ; 
New York, Chicago, Detroit, 

San Francisco , 
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ADVERTISING AGE 


May 3, 1937 


Voice of the Advertiser 


What Price Leadership? 
Queries Mr. Hannegan 


To the Editor If this be treason 
make the most of i 
I have purposely waited for some 


time before writing this letter, as I 
wanted to find out if anyone was 
thinking along the sam lines as 
myself regarding the advertising 
value of that famous advertisement 


“The Penalty of 

True, it is a 
writing, but 
that is different! 
stance of the 


boasts 


Leadership 
masterpiece of fine 
selling document 
The and sub 
is that Cadillac 
brags that they 
field. 


as a 
sum 
matter 
and 
were the leaders in thei 

When this advertisement 
lished, they? All of 
bragged and boasted that their 
was the leader in their respective 
fields and which goes to prove that 
it takes than fine writing to 
make a manufacturer successful. 

Present day automotive advertis 
ing is replete with the brag- 
ging and boasting—-every car on the 
market is the most beautiful, will go 
the fastest, gives the 
the gallon and “don’t use any oil at 
all.” 


claims, 


were 


car 


more 


same 


most miles to 


True, millions of cars are sold 
today—in spite of the advertising 
because livewire salesmen know 


enough not to use the same type of 
tactics as the advertising men 

Even Mr. Sloan, of General Motors, 
in a speech before the Poor Richard 


do. 


club, admitted that automotive ad 
vertising wasn’t so hot and needed 
some new models. 

If you want to give some sound 


advice to the young copywriter per- 
mit me to call your attention to a 
few paragraphs clipped from AbVER 
rising AGE, February 1 issue, by Mr. 
MacManus: 

“There has always been a lunatic 
fringe,” said Mr. MacManus. “But 
the assumption implied in much cur- 
rent advertising that we are all gul- 
libles who believe the unbelievable 
and scatter our money with a broad 
grin on our moronic faces and a 
merry quip on our lips is a 
bit far fetched.” 


Howard HANNEGAN, 


loose 


McKeesport, Pa. 


v v v 


Wants More of A. A. 


Circulation Analysis 


Editor: I 
the 


To the 
interest 


have noted 


great article in your 


April 19 issue, dealing with trends in | 


circulations in 
would like 


newspaper 
cities and 


50 typical 
an additional 
copy. 

I am 
a copy of 
which your 
the Audit Bureau of 
published this? 


obtaining 
data upon 
Has 
Cireculations 


interested in 
the 
article 


also 
complete 


was based. 


M. 


Journal 


ALFRED LEE, 


Associate Professor of 
ism, University of Kansas, 


Lawrence, Kans. 


used in 
circulations 
ADVERTISING 


Editor’s note: The data 
making the newspaper 
analysis presented by 

AGE cannot procured 
The presentation entailed 
ably over a month's 
Bureau of 
other 
as population 
22 year 

April 19 
upon 
and analyzed. 


be elsewhere 
consider 
Audit 


and 


study of 
Cireulations’ records 
circulations, as well 
the last 
The story published in our 


reports of 


tatistics for 


issue was based entirely 


material which we assembled 


v v v 


Necessity Presses But 


He Won't Give Up A. A. | 


To the 
cessity, I 


Editor: Through sheer ne 
have had to eliminate a lot 


of “media” reading concerned with 
advertising, but the one I won't give 
up 1S ADVERTISING AGE. 
R. CLirrord Fow Ler, 
Phillips H. Lord, In 
New York, N. Y. 


This department 


was pub-| 
them | 


with | 


is a reader’s forum. Letters are welcome. 


"NEVER THE TWAIN SHALL"—MEETS IN TIMES 
Lou Gehrig's Mother says _ 


WARMING UP FOR THE BIG MOMENT: "PLAY BALL!” 


Royal Baking Powder copy featuring testimonial of the mother of Lou Gehrig, 
Yankee's slugging first baseman, found effective position next to a pre-season 
story in the New York Times Magazine next to a picture of son Lou. 


| cases as this there is apparent reason 
for critics of advertising to infer that 
advertised brands cost much too 
much as compared with the same 
quality minus the advertised name. 
HARRY CLATFELTER, 
Clatfelter 


‘Lou Lands Near Mrs. 
Gehrig in the “Times” 
To the Editor: I am enclosing 
| pages 10 and 11 taken from the New 
| York Times magazine section of 
| April 11. 
Knowing something of the policies 
of the New York Times, I think you 
will that this spread was not vgwey 


intentional, but undoubtedly was wae . 
welcomed by Standard Brands. Well, Anyway, Tis Said 
The Irish Will Fight 


Harry Advertising, 


Peoria, Il. 


agree 


H. J. TAUBER, 


Advertising Department, Whole- 
sale Radio Service, Inc., To Copy Cub via the Editor: Re 
New York, N. Y. your statement: 
“Willys-Overland is to use green 
vgwy ‘ , 
. and yellow cars for its demonstra- 
Hopkins Tells WIJBK’s tions. Fortunately the plan was an- 


. ° nounced long after March 17.” 
Side in Ball Battle |"°" . at 
oa aie i Green and yellow on Willys 
ro the Editor: An informal peti- demonstrators would cause no con- 
tion, demanding that Western Union sternation among the bog-trotting 


Telegraph Company be required to 
furnish its baseball reports to WJBK, 
was filed by attorneys for the radio 
station after Western Union refused 
to make the service available to us. 
At the same time, WJBK attorneys 


Irish and the lace curtain Ulstermen 
It’s the green and orange that 
clash temperamentally well as 
chromatically. 


as 


RICHARD HARDING, 


filed mandamus proceedings in De-| Promotion Department, The 
troit courts. Both actions are based Indianapolis Star, 
on the contention that Western Indianapolis, Ind. 


Union is a public utility and as such 
cannot enter into contracts restricted , 3 # 


to favored parties. WJBK maintains 

that the present Western Union con- Lull Time Allows 

tracts, which exclude WJBK, consti- . . 

tute restraint of trade. Added Public Service 
The legal action was_ entirely To the Editor: You may be inter- 


friendly, so far as Western Union is| ested in a campaign successfully put 
That only | across by the Sunset Outdoor Adver- 
a large and powerful sta-|tising Co., Seattle, during recent 
the backing of | months when there was some vacant | 
| space on the plant. 


concerned. 
doing what 
tion, with 


company is 


two. big 


national advertisers, wants it to do. 

Unable to build as large an audi- | It accomplished a two-fold purpose 
ence for its out-of-town broadcasts|~ that of keeping the plant well 
las we enjoy through having been|dressed and putting over an idea of 
| . | ® : . 
first in the field, a large Detroit sta-|>Uilding co-operation, confidence and 
tion, with the support of two large |'riendliness at a time when there 


advertisers who want to its| Was a great deal of unrest in labor 


engage 


lfacilities to the exclusion of other |@"d political circles, 
|sponsors, have brought pressure on rhe results accomplished in de- 
the telegraph company. |manding attention of a great many 


sible to bridge the gap between the} 
classroom and actual business. One 
method that appears to be definitely 
beneficial is that of arranging for 
students to prepare a careful analy- 


JUXTAPOSITION 


Friday Morning, April 16, 1937 


'Private Detective Bureau 


| 


| 
| 


That this is in direct opposition to | people and organizations were unus- 
the thousands of listeners | Ual. We received fine comments from 
jis shown by the fact that an impar- | the Council of Churches and Parent- 


‘ ; | Taachoer — a “een et : 
tial survey, published by the Detroit | Teachers groups, both of which in 


wishes of 


° 
sis of some actual marketing prob-| | Loses TwoF s To Thieves 
lems faced by local business con- _ That of tuo atestne Sune from o{Recsevels, sirese, Gem” whats 
cerns. This allows them to come in| ((.2°s.trc RO Tsuen st oguin, was rs 
close contact with at least one busi- tection nen were > * 
ness organization and appears to] of ‘sre’ = > 
stimulate their interest. Fee GM. Vornee Gosentive A. 
. t sa @ dow wo F s were 
toss M. CUNNINGHAM, ag ne ee 
Associate Professor of Market- (reed entry + veiling throu ne dwelling while oceug 
ing, University of Tennessee, | [Saaene, tae Sonne dese, Wire Sar, [to oe Sreat of the Bowes. 
| wak 4 ect 4 
Knoxville, Tenn. Fue Seltheffer, a resident at the | “Live in comfort with War 
eh. Evaporat voling Fans 
v v v . 


Mixture of Oranges, 
Quick Oats Explained | 


| 
To the Editor: What does the head- 


Something unusual 
in preferred posi- 
tion presents itself 
in this copy from 


Fans 


line in the recent newspaper copy for| the Arizona Re- 

H-O Quick Oats, appearing on the| public. 

Coast, mean? Under a reproduction 

of the Quick Oats carton surrounded 

by luscious oranges, the headline | Fan Fare for Copy 

29 va’ | 

— | To the Editor: I am enclosing a 


“A golden glass of Sunkist 
fornia orange juice.” 
WiLiiaM [. WyAtTrT, 
Wyatt, Aniol & Auld Advertising 


Cali- 
clipping from the April 16 issue of 
the Arizona Republic. 


A very good example of tie-in ad- 
| 


San Antonio, Tex. vertising, don’t you think, even 
Editor’s note: Executives of Erwin,|though entirely accidental? 
W asey & ( o., Inc., New York, agency AL. ADDINGTON, 
in charge of the campaign, report Display Department, Republic 


that this copy is designed for local 
media as largely a good will gesture 
and point out that it is part of a 
lengthy campaign which has included = 
prune juice as well as Sunkist 
oranges. 

More of the same type of copy, offi- 


and Gazette, 
Phoenix, Ariz. 


cials said, may be carried next fall 
when the Quick Oats campaign is Over 100 high class photo- 
resumed graphic eye catchers every 


month for A new, all- 


California Fruit Growers Exchange photo advertising service for 


executives explain the headline as a all lines of business. Write 
recognition of orange juice as a good for tree procis. 
6 | ees 10 East 38th St. New York 


breakfast food, too, and say that the 
copy has been an aid in building up 
orange juice as a “starter for break- 
fast.” 

The exchange in return has co-op- 


HOME-TO-HOME DISTRIBUTING 


Coverage—Peoria and Central Illinois— 


80,000 Homes. 
erated in merchandising of Quick Thorough inspection under intelligent 
: tae wee = — a supervision. 
Oats in every way except financial Member Trade Association of Advertising 
with their principal assistance that Distributors. 


RIEDER’S ADVERTISING CARRIERS 
210 North Adams Street, Peoria. Illinois 


of calling attention to the Quick Oats 
copy. 


MORE ELECTRICITY 
FOR JACKSON 


re ase 


JACKSON CITIZEN PATRIOT oe 
St rik ers Leave Plants 


Tells How Chrysler Sitdowners 
He Fired Vote Truce Approve 
Steamer eg 
; . 9 aited mm 


Lansing 


— Preside nt ae co 
Forced soike' 


~ i. 


To Parles 


Califorma 
{- Jarred 
Bs Quake 


Another Large, New Market 


Among the Readers of the 


News, showed that more than 50 per | the past have been antagonistic to 
jcent of those who listened to out-of | posters, and both have very highly 
}town games last season tuned in on | complimented us on this sea Maas 
| WJBK for them. | passing the word along that it cer- 
Npxsiggh eee . ,, | bainly had changed their viewpoint. 
It is a common practice for large| While the campaign was aimed di- 
| stations to let small ones pioneer in| yreetly to building good will in the 
various fields and then, when the city, it resulted in being the insti- | 


trail has been blazed, to step in and 
jcrowd the little fellow out. We don’t 
|intend to submit without a fight 
| 


janything like that. 


gating cause of four new contracts 


| . : > 
jone an outstanding display for 


JAMES HOopkKINs, It also was particularly effective in 


Manager. Station WJIBK. |establishing the change of our name 
Detroit, Mich. to Sunset Outdoor Advertising Co. 
from C. E. Stevens Co., Ine. 
piped R. S. M 
P . t. S. MARSHALL, 
\Macy’s Private Brand | Manager, Sunset Outdoor Adver- 
} s | isine (< 
Copy Brings Comment) 'S!"5 ©. . 
ae Boe es . Seattle, Wash. 
To the Editor: On page 47 of} 
}your April 12 issue, you reproduced | vvwege 


the Macy drug department advertise- | 
‘ments in which “advertised brand” |Local Business Problems 
aspirin tablets were quoted at a fixed | Give Students Practice 


We 
the 


jretail price of 59¢ and their own pri- 
brand tablets of comparable 


purity, quality, and quantity were to] 
| working 


To 
lot of 


the Editor: 
thought to 
out an 


vate 
possibility of 
at the 


be offered at 1S8c-——in the rejected arrangeme nt 
| undergraduate level to combine class- 
c \ : P ° 
Op} | room work with commercial experi- 
I wouldn't for the world imply any- | ence. 


thing. but [ do wonder if in such Naturally, we try in every way pos- 


have given a| 49nd 


| Citizen Patriot 


to} Olympic Hotel, the Northwest's lead- | 
ing hostelry. 


| More than a million dollars is to be spent in 
|Jackson and vicinity on a mammoth new rural 
electrification program to add more than 3,000 new 
‘electric customers. Hook up your advertising t0 
this rapidly growing Jackson THE OTHER 
market with adequate schedules Booth Michigan 
in the Jackson Citizen Patriot. PAPERS ARE: & 
|Write or call I. A. Klein, 50 E, Grand Rapist ise 
Street, New York, or John Saginaw News 
iE. Lutz, 435 N. Michigan Ave- 


Muskegon 
Chronicle 
‘nue, Chicago, for further infor- 
mation. 


Kalamazoo Gazetté 
Bay City News 
Ann Arbor News 


M 
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: «; SHIT TT TTR 


|| HUMPTY DUMPTY 
- HAD A GREAT FALL 


He also had a great Winter and is looking 
forward to an excellent Spring and Summer. 


There was a time when all the King’s 
horses and all the King’s men could do 
nothing to help Humpty Dumpty. That, how- 
ever, was before they discovered the effect- 
iveness of Spot Radio in bolstering up weak 


t markets, moving old merchandise and sup- 
' porting dealers who needed and deserved 
, help. 
| It your sales have taken a great fall in any 
‘al of these markets, here are stations that can 
we build them up again—faster, and possibly at 
: less cost, than you have ever imagined. | 
” EDWARD 
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Tall Stories | TALL SALES STORY 


in New Lewis 
Cigar Series 


COP FOOLS 
SPEEDER 


1 speeding motorist u 

Newark, N. J April 28 Those ——_ Mee make F 
inf ous Munchausen “tall stories” they ee aoe 
t 1 » | r and better oapiodbeg on 
fi da he theme s 

fa \ paign fo Flo 
de Melba ' by I. Lewis Ciga Tall stories" are featured in a new cam- 
C Weekls maeane aig ee paign for Flor de Melba cigars in news- 
; papers of five southern states. 
a test im} rn iandled 

th 1 Milton I. 1 advertising 
A ( Newark Geol Texas,| line th features each of the advert 
‘ ! Mi ind Tennessee|tisements. A short, two-line caption 


papers 


“Here’s a Good One!” story” 


(1 


. > | 
|share the cigar fragrance of a man} 
lin a sailboat; “Swaps Gold Mine for 


and the theme/|tions of the country, Mr. Lewis said. ! usual 


Some years ago we 
used a lot of publi- 
cations—big and little— 
all the way from 3 to 13 
pages a year. Solicitors 
were after us all the time. 


is then woven into a brief sales mes- 


sage about Flor de Melba cigars. 
A reproduction of the trade-mark 


and package is deftly woven into| 
each layout. 
ms pictured and |} 

are: Halts Ship for| 

Cigar,” telling how a ship captain 
stopped his vessel in mid-ocean to| 


Among the situatic 
described ¥ 


Cigar,” telling how a _ prospector aii 
with a Flor de Melba pulled off a} Washington, D. C., 
fine deal with a mine owner; “Cop| Money to be spent 
Fools Speeder,” or how a motorcycle |seeks flight from 
cop rushed after 
tell 
aroma of his cigar; and others. 

The list 


j}and reported in the curre 
newspaper will probably | ‘Domestic Commerce.” 
sales increases 


No, Mr. Harrison, we're not 


interested in a NEW 
| AGENCY CONNECTION 


Pll tell you 


le 
YF | 7 


Then we secured the services of an 
agency. They submitted a list for 
our approval. 


a big 


(2) a 


papers and 52 
at the top of the new 


Wiss. 


EK 


So we have decided to stay with an 
outfit that seems to have plenty of 


(5) 


money sense. We know that they are as 


eareful with out as they are with 


their own. 


money 


cut in the number of 
pages in The Iron Age 


list. Naturally, | asked 


’ 
"V4, 


April 
with 


sales taxes where 


mé 


(4.) Then the true facts came out. The Iron 

Age, as thé leading paper in the big and 
important metal working field, covered a high 
percentage of our best prospects. Therefore, it 
was logical to concentrate and do a real job in 
that publication first. 


VERY sales, advertising or general executive who wishes 

a factual basis for plans to enlarge his company’s share 
of the business available in the metal working industry is 
invited to investigate The Iron Age. 


The Iron Age offers outstanding reader interest—more 
readers in the metal working industry among the men who 
specify and buy—an advertising cost and value that is not 
matched anywhere. Per page or per thousand readers, the 
cost of using The Iron Age is so low that it successfully 


challenges every comparison in the metal working field. 


MONEY'S FLIGHT 
FROM SALES TAX 


27.— 


retailers 


a speeder only to|such escape is feasible, according, to 
him how much he liked the ja study made by H. P. Warhurst 
snt issue of 


Sixteen of 


‘ | P 
|is coupled with a cartoon illustrat | be expanded to include other sec-|20 state borders studied showed un- 
is the head-|ing the “tall 


ide by re- 


THE LRON AGE 


239 WEST 39th 


A Chilton Q_ Publication 


ST., NEW YORK CITY 


SERVED 


Associated Division of Tide Water Asso- 
ciated Oil Co. is making a new appeal 
to the tourist, extending its point-of-sale 


| “Certified Clean Comfort Station" 
message to include specifically "Baby 
too." 


tailers in non-tax territory, whil 
the reverse was true of only four 
And this departure from the pattern 
is explained by special circum. 
stances, according to Mr. Warhurst 

“Any retarding influence of gen 
eral retail sales tax levies on retail 
trade increase appears to be slight,” 
the research expert wrote. “How- 
ever, such tax levies do seem to re- 


tard retail trade increase in border 
counties of states having sales 
taxes. 

“The border counties of states 


with sales tax statutes which have 
been effective a longer time or carry 
a higher rate showed a smaller per- 
centage increase in retail sales from 
1933 to 1935 than those in states 
without or with less stringent sales 
tax statutes.” 


Missouri Counties Shown 

Mr. Warhurst found a wide varia- 
tion in total amount of sales of the 
compared county groups on the Mis- 
souri-Nebraska border. This border 
is limited to two Missouri and three 
Nebraska counties. Retail sales in 
the two Missouri counties are but 32 
per cent of the total retail sales of 
the three Nebraska counties with 
which they were compared. 

“Some evidence of retail sales mi- 
gration is noted along the Oklahoma- 


Kansas border,’ Mr. Warhurst 
wrote. “The Oklahoma counties 
with a general retail sales tax, 
gained but 30.2 per cent from 1933 


to 1935, while the Kansas counties, 
without a tax, bordering on Okla 
homa, gained 40.3 per cent. The 
gain of border Kansas counties was 
greater than the gain for Kansas 
counties of the second tier from the 
Oklahoma border. In turn, the 
ond tier of Oklahoma _ counties 
gained a greater per cent than did 
the Oklahoma border counties.” 


sec- 


Keppelman Joins “Time” 


John A. Keppelman, Jr., formerly 
| with the Times, Reading. Pa., has 
| joined the Philadelphia advertising 


office of Time. 


| _ —— 


MIDWEST 
FARM PAPERS 


9 


Reaches More 


= Midwest Farms 
S Than All - 
5 Nationals 
__Combined_ 


Wallaces’ Farmer & lowa Homestead 
The Farmer, St. Paul 
Prairie Farmer Nebraska Farmer 
| Wisconsin Agriculturist & Farmer 
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RAIRIE PROVINCES 
GRANARY OF THE WORLD 


Mintions of potential dollars wave in the CANADAS MAGAZINES Here is a pleasan- prospect for every 
wheat fields of the Prairie Provinces— ; 


Manitoba, Saskatchewan and Alberta. 
Gross value of production in these three 
Provinces, including agriculture, forest 
products, fisheries, mining, construction, : | 

and manufacturing, soars to $644,729,065 SELL CANADIANS magazines start their sales-building cover- 


American manufacturer to visualize in 
relation to his sales ...a prospect made 
sales productive by advertising in the 


national magazines of Canada. For these 


annually. age where it should start . . . from the 

medium and higher income _ brackets 
In 1937, increased prices for agricultural products down. It enables your sales message to reach 
and other commodities will mean a substantial the greatest percentage of Canadian buying power 
gain in the purchasing power of the people of the 


available . . . the leaders and financially com- 


Prairies. petent buyers of every community. 


ie the Prairie Provinces there are 516,645 homes; 
199,977 urban; and 316,668 rural. 


National Canadian coverage... yes... and con- 


centrated coverage of every one of the Dominion’s 


; ; a aie , nine provinces as well. That is why the national 
AND IN THE PRAIRIE PROVINCES THERE ARE 


magazines of Canada provide the investment para- 
213,561 Telephone Subscribers 


dox of small principle and high yield . . . the great- 
176,413 Wired Homes 


900.987 Ownet occupied Heese: est proportionate sales results for the least ex- 

305.266 Licensed automobiles pended ...and merit the consideration of every 

282,083 Subscriptions to this group of American manufacturer sensitive to the possibili- 
Magazines 


ties of a national market in addition to his strictly 


American outlets. 


National Home Monthly « Canadian Home Journal 


Chatelaine « Canadian Magazine « Maclean’s Magazine 


NATIONAL COVERAGE FROM SEA TO SEA 
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KING PLACES 
5 KEY FIGURES 


Manufacturers’ Promotion 
Geared to ‘Retailers’ 


Detroit, April 28-—-With many 
manufacturers of building and home 


equipment centering their promotion 
around builders, speculative and 
otherwise, the latter are being 
forced into a position of new impor- 


tance, bearing virtually the same re 
lation their supply as 
any other retailer. metamor- 
is indicated of 
activities of Detroit manufacturers. 
Wood Industries, Ine 
working closely with builders in pro- 
motion of its heating condi- 
tioning equipment, tested 
theory that every de- 
velop a_ half-dozen prospects. 
Gar Wood has found that if a 
pect can be induced to visit a home 
under construction in which its 
equipment used, it has plenty of 
live prospects to work on. 


ot 
This 


by a 


to sources 


phosis survey 


Gar is 

air 
the 
should 


and 
on 
sale 

live 
pros- 


is 


Wood Divides Cost 


Accordingly, it is offering pay 
half of the cost of the advertisement 
of any builder who over 
his own name. The only stipulation 
is that the copy must include a logo- 
type reading, “Equipped with Gar 
Wood automatic heating and air con- 
ditioning.” The logotype is 
inches wide and % inch deep. 


to 


advertises 


15% 


Wood is also providing without 
charge 3 x 4 foot angle iron signs 


carrying the name of the builder and 


designed to go in front of Gar Wood 
equipped dwellings. Several hundred 


of these signs are now in use. 
Detroit Steel Products Company 
maker of Fenestra windows, 
the final of a 
signed the 


is 
stages 


induce 


campaign 


to builder to 


in 
de- 
ac- 
cept his logical responsibility as the 


final and most important link in the 


merchandising chain. Co-operative | 
advertising is the objective of the 
educational work. The company 
gives the builder considerable lati- 
tude, but specifies use of certain 
newspapers on certain days. Here | 
again a logotype is included in the 
builder’s own advertising, with the 
manufacturer paying more than aj} 
fair proportion of the cost of the 
space in order to encourage aggres- | 
sive promotion by the “retailer.” 


Karl] G. Behr Agency handles the ac- 


count. 


While Stran-Steel Corporation has 
abandoned its co-operative advertis- 
its | 
Robinson-Patman | 
Act, it is placing its own newspape1 


because of doubt of 


the 


ing plan 
status under 


whenever dealers use any advertis- 
ing mentioning homes of Stran-Steel. 

Kelvinator Corporation has done 
little in the way of co-operative pro- 
motion, prefering to devote its large 
appropriation to featuring the “Kel- 
Home” which embraces all items 
the line heating 

air conditioning, and 
This created 
such prestige that many dealers are 
spending their own money to an- 
that they, have Kelvin 


for sale 


vin 
in 
and 


boilers 


refrigeration, 
ranges 


program has 


nounce too, 


Homes 


Represent “G-D” 


Williams, Lawrence & Cresme! 
have been appointed Pacific Coast 
advertising representatives the 
St. Louis Globe-Democrat. 


of 


advertising in juxtaposition to that 
of builders and giving some news- | 
papers authority to run _ its 


WATCH the 
Retailer! 


The live retailer has his finger 
on the buying-public pulse. 
What he does in advertising is 
worth watching. 

Cleveland stores are going to 
town with merchandise-in-color 
pages, in Shopping News and 
newsprint circulars. Write for 
copies. 


CLEVELAND, OHIO 


copy 


SUPPORTS PROGRAM 


This dealer display for Creme of Milk, 
produced by Duart, San Francisco, gives 
point-of-sale support to the newly- 
opened radio and magazine advertising. 


F. A.A. to Require 
118 Months Age for 


itive July 1, 


Straight Whisky) 
Washington, D. C., April 29.—New | 
labeling requirements for straight 
whisky were announced by the Fed- | 
Alcohol Administration, efféc- | 
1937. After that date | 
product may labeled as | 
whisky,” “straight rye | 
whisky,” “straight bourbon whisky,” 
“straight wheat whisky,” “straight 
malt whisky,” or “a blend of straight 
whiskies” of any type, unless all of 
the whiskies so designated have 


eral 


no be 


“straight 


Sie Sa os 


——ee 


been aged at the time of bottling 
for a period of at least 18 calendar 
months. 

It is further provided under the 
standards of identity that no prod. 
uct may be labeled as “blended 
whisky” of any type unless such 
product contains the prescribed 
minimum quantity of “straight 
whisky.” 

It is the understanding of the Ad. 
ministration that most producers 
now marketing products under the 
designation “straight whisky” intend 
to continue such practice after July 
1. and will increase the age of the 
products marketed. However, 
producers now marketing as 
“straight whisky” will drop the word 
straight. 


80 
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| Marlin ‘Starts 
Sale of Rifles 


on Instalment promotion. 


Haven, Conn., April 28.— 
comic section copy with testi- 
ils by Tom Mix, veteran movie 


New 


and a 10-cents-a-day instal- 
plan for juvenile purchases 

new campaign plans of the 
Ml » Firearms Co., Frank Kenna, 


ent, announced. 
space in the Comic 
ved to be the first 


Weekly is 
used by a 
this me- 
break- 
showed 


manufacturer in 
Talking-action 
ng in the 


earms 
copy, 


April 25 issue, 


| ing. 


boys how to build a rifle range, 


ADVERTISING AGE 
learn to shoot and give details for 


entering the rifle match, sponsored TEACHERS FIND 
| by the Open Road For Boys Mmaga- | 
|zine which is co-operating in the STUDENT DOUBT 


Purchase plans will be outlined | 
|whereby the boy makes a daily pay- | 
iment of 10 cents to the dealer who | 
the desired rifle aside until 
|final payment is made. 


} sets 


The campaign is in charge of the 
| Wilson H. Lee advertising agency, | ‘Say Undergraduates Have Pre-| 
New Haven, with Ray Peck as ac- 


count executive. 


conceived, False Notions 


Myers Advanced | 


Zinn & Meyer, Inc., New York, has | s 
appointed Clifford L. Myers vice- | t. 


Louis, Mo., April 29.- 


“UNDER COVER’ 


Step up, gentlemen, for a Real Ad-venture! 
Let your appraising eye explore a very fine 
specimen ...a very sizable specimen ... of 
modern magazine- making: Better Homes 
& Gardens for May! 


S 


You will discover, first, that the issue does 
a smacking good editorial job. Each page 
means something. Each picture is there for 
a reason. Each article is filled with meat and 
meaning. Result? It is ‘‘all home’ but it is 
“dished up” in human, newsy, colorful 
style. It invites interest and incites sales. 


S 


You will discover, next, that Better Homes 
& Gardens for May is the biggest May issue 
in its history. Also, it is the biggest May 
issue in advertising revenue. (It is the sec- 
ond largest advertising-issue in the history 
of Better Homes & Gardens... April 1937 
ranked first!) What’s more, it is the 41st 
consecutive issue showing gains in advertis- 
ing over the same month of previous years. 


S 


And, speaking of ‘‘under cover’’ news, have 
you heard about our new, faster presses that 
are on the way...the larger page size just 
ahead ...and the other bright-with- promise 
plans that will keep Better Homes & Gar- 
dens, as always, the traileblazer in its field? 
Meredith Publishing Co., Des Moines. 


-Many 
| president in charge of merchandis- | Students have such preconceived an- 
tagonistic notions about advertising | 


| Controlling the desirable indus- 


INDUSTRIES SELL PEACE IN 


a 


MILWAUKEE 


ba Rial i el 


| 


His Futucl | 
Depends On A Smokieeta 


oy 
i 
; ieee at i i er ln y Pe ee 4 
a ial |) ‘ » 
ie - a 
* % ted “8 
® THE WELFARE of fais child is the crutual renponnibility of parody rteunipaoremapertt pee 3 
; the education of chidren Gepend Ki 
% every Wibworkre employer and employe. He mest hove the pority of hemes and the * : — 
a goed teed, worm clothes, © healthy, happy enivfence, Waes Milwesker » comtinced progress ek 
‘ ere y MNWAUMERL 
amokerhwchs ere g full thes? ... mee coe provide re- UTS ALL PULL TOGETHER FOR . 


Fourteen Milwaukee industrial organizations are co-operating in a series of full 
page advertisements in the Wisconsin News designed to create "a better feeling 
and understanding between industrial management, labor and the general public.” 


,that it is difficult to teach them|the medium itself is still in the 
| otherwise, professors told ADVERTIS- | hands of amateurs, and as time goes 
ING AGE this week in the concluding jon, this objectionable feature will dis- 
survey of faculty attitudes toward | appear.” 
advertising. Sells Non-Essentials 

Leo » Simmons, instructor in ad- There is and bad in adver- 
vertising in the College of Commerce | tising, as in every line of endeavor, 
and Finance, St. Louis University, | pointed out Dr. Mitchell Dreese, pro- 


good 


urges his students to read the irl fessor of psychology at George Wash- 
test books, such as ‘Your Money’s |ington University. 
Worth,” and then builds the argu- | 


Perhaps the greatest fault of ad- 
vertising, he said, is the fact that it 
urges consumers to buy “non-essen- 
tials,” things they “really don’t need 
and could very well forego without 
material discomfort or inconven- 
ience,” 
Professor Robert Schultz, professor 

economics and marketing at 
Roanoke College, Salem, Va., ques- 
tions the value of radio advertising, 
deplores the emotion appeal “so pre- 
valent today as a device for promot- 
ing sales,” and advised that adver- 
tisements of commodities be based on 


ments which show the weaknesses in 
these books. The majority of his | 
students come to see eye to eye with 
him, he declared. 

“Advertisers should do two things,” 
he said. “The first is ‘clean house,’ 
and the second, develop material on 
the social benefits of advertising and of 
sell advertising to the public on the 
same basis as other services are 
sold.” 

The various 
tions” 


“consumers’ organiza- 
are skillful in selling the pub- 
lic on the disservice of advertising, 
he declared, emphasizing that adver- 


aft qualifications and descriptive § an- 

tising has yet to tell its own story to alysis. 

consumers. | “A Freshman Guide to Writing,” 
Misuses Dul! Power | by Prof. B. H. Jefferson and Dr. Wil- 


Misuse of 
liquor and 
is causing 
power 


liam B. Templeman of the University 
of Illinois, the freshman textbook in 
rhetoric, contains an article about 
the debunking of testimonial adver- 
tising. 

Prof. Raymond H. Lounsbury, of 
the economics department, has ad- 
vised students that although adver- 
tisers advocate buying at home this 
sources, declared M. H. Brewster,|should be disregarded, since this is 
professor of advertising at Emory | against laws of economics. If people 
| University. Among others, these in-| buy outside of the community where 
|clude misunderstanding of the fune-| Specialization is present, this brings 
| tion of advertising, by some laymen| wealth into the community, as spe- 
|}and university instructors; and un-|cial lower prices increase the pur- 
| wise use of advertising media. chasing power of the individual com- 
| “We are all too well acquainted | munity. 
| with the most common criticism of 
radio advertising, too much puffing | 
of the sponsor’s product,” Professor 

declared. 


advertising by various 
cigarette manufacturers 
advertising to its 
to convince, Mr. Simmons as- 
serted. Advertising is slowly but 
surely inviting extension of govern- 
ment regulation, he believes. 
Current widespread criticism of 
advertising springs from many 


lose 


June Dairy to Lewin 
June Dairy Products Co., Newark, 
N. J., has appointed A. W. Lewin Co. 
of that city to direct its advertising. 
Newspapers are scheduled. 


Brewster 
“This is not essentially a criticism 
of advertising, but it is a fact that! 


Many of the Executives 


trial accounts in the Central West 
are subscribers of 


Chicago Hournal of Commerce 


AND LA SALLE STREET JOURN. 


pe Re 
TORONTO 
MONTREAL 
WINNIPEG 
| LONDON, Eng 

_£ 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS + 
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Marketing 
Club of 


| Advertising and 


Commercial Film joi ii) Nivertising 

° | York. 
Industry Now 1n | rpg agencies are more 
Big Money Class | importance of 


New 


motion pictures and 
comprehensive mar- 


land coming to recognize the 
islidefilms in a 


keting program, according to Mr. 
New York, April 28.—Counting in | Campbell and picture producers, on 
motion pictures and slidefilms, value | their side, are more and more com- 
of additional prints and _ records, ing to realize the right of the ad- 
sale of projection equipment and the | Ve'tising agent to collect a standard 
cost of film distribution or show-|Co™mission when he influences the 
ings. the commercial film industry |5#!¢ of @ film program and perhaps 
will enter the $50.000.000 annual contributes to the development of 
volume bracket by 1938 if it doesn’t |t@e film idea and plan. 
actually achieve this figure during hie oe 
the current year. | Appoints Rickard 
This prediction was made by E. National Theatre Supply Co., New | 
Hamilton Campbell, of Jam Handy | york has named Rickard & Co., of 
Picture Service, Detroit, before the/| that city as its advertising agency. 


Forum | 


a 


SEAGRAM SELLING 


G&W Sponsors 
Disclose How 


‘Tilt Was Won 


New York, April 28.—Sponsors of 
the G & W whisky contest, with 10 
| prizes for the best list of expressions 
with the letters G and W, 


beginning 


reported today that Good Whisky} 


| A series of meetings finds L. B. Davis | was mentioned a number of 


(seated, left) vice-president, Seagram- | but they were particularly interested 
Distillers Corporation, and Walter M. l to note that Glamorous Wally 
| Swertfager, advertising director, priming |turned up in several lists, as did 
their sales promotion guns with V. Gone with the Wind. 
| Fischell (standing, left) vice-president, | Localized expressions, too, were 


Lincoln Inn Distilling Co., Inc., Harry M. 
Griswold, Southern Division manager and | *°™*' wits 
| E. H. Dutson, merchandising manager. | il field districts. 


i‘, there were a million 
circus fat-ladies in the land 
... and a magazine specially 
edited for them 


...then, and only then, would 
The American Home have to 
yield first place as a medium 
for food advertising. 


For The American Home has 
the next best thing... 1,000,000 
people who are running a 
home . . . 1,000,000 people 
who plan three meals a day 
every day for a family... 


1,000,000 people whose 
youngsters and friends and 
week-end guests go through 
the groceries like the seven 
year locust... 


...and their food bill, ladies 
and gentleman, is enormous. 
Eleven million dollars a week 
plunked down on grocery 
counters... over half a billion 
dollars a year. 


Ss fs  — 


their FOOD BiLt: 


LADIES and GENTLEMEN... 


You can buy larger circula- 
tion than our million... but 
for food advertising not a 
better million. A million with- 
out bachelor girls, kitchen- 
ette couples or dear little old 
spinster ladies. 


It’s quite a million, this 
American Home million. 
Dollar for dollar spent, it 
will sell a lot more food. 


There’s no place like 


ERICAN 1 LOME 


for advertisers who sell anything for the home 


By courtesy of Ringling Bros.- Barnum & Bailey Circus. 


times, | 


lfound, such as Gully Washout, from | 
One laconic prize- | 


CONTEST WINNER 


This novel gadget won the G&W whisky 
name combination contest “hands down," 
Through rotating the two lists of names, 


the originator presented more than 


50,000 combinations. 


winner, who made up a list of more 


than 400 expressions, picked for hig ] 
final phrase the appropriate remark, | 


Getting Weaker. 

The ingenious inventor of a 
chine won the contest. He typed two 
long strips of paper, one with words 
beginning with G and the other with 
W, these strips moving back and 
forth on rollers, so that different 
combinations can be made, with a 
potential total of 52,900 claimed by 
the inventor. 

He packaged his machine in a neat 
tin box, 20 inches long, 5 inches high 
and 6 inches wide. The weight of 
this thinking machine is approxi- 
mately 5 pounds. The entry won 
hands down. 


Famous Names Entrant 


Other novelties that were sub 
mitted include a list of 24 famous 
names with G and W for initials, and 
another of American authors. 

Despite the low-pressure put on to 
promote the contest, mentioned only 
incidentally in small type on national 
magazine copy, the entries received 
were four times as great as expected 
in estimates by both the client and 
the agency, Fletcher & Ellis. 

Some largely populated states do 
not permit distribution of contest 
blanks under liquor law regulations, 
with the result that more than 600 
personal letters for entry forms were 
received at G & W headquarters. 


Clements Promoted 


by United Aircraft 


Norman V. Clements has been ap 
pointed advertising and _ publicity 
manager of United Aircraft Corpora 
tion, East Hartford, Conn., succeeé 
ing Joseph E. Lowes, Jr., who re 
signed recently to become circulation 
manager of News-Week, New York. 

Mr. Clements has been with United 
since 1932, serving as advertising 
manager of the Chance Vought divi 


sion, and more recently as associate] 


editor of the company magazine, Bet 
Hive. 


Publishers Move 
Offices of MacAusland & Bowers 
Inc., New York, publisher of Ne 


tional Parent-Teacher Magazine, ate 
now located at 420 Lexington ave. 


Member Station 
Columbia Broadcasting System 


NASHVILLE 


WLAC 


5,000 WATTS 


—4..T. WARD 
a hr ers 


ma | 


Paul H. Raymer Co., 


National Representatives 
— | 


lz 
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System 


\ Vite as the range of cinema itself... 
hut narrowed to the enjoyment of the few 


hundred thousand who represent the top soil of 


\merican tastes and culture...such is the plan - 


for Cinema PREVIEW. Smart... sophisticated 
... Scintillating...it is a magazine created to 
give standing in a field where standing is due. 
Watch for further announcements 
* 
ERVING, BUSKIRK & ERIGKSEN, ING, 
Publishers 


FRANCISCO 
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STANTON STILL 
FOLLOWS NEWS 
AT AGE OF 88 


‘Dad’ Concluding Eleventh 
Winter in Charleston 


Charleston, §S C., April 29. 
Though && years old, Robert T. Stan- 
ton, who is wintering here, as usual, 
is an avid reader of advertising news, 
and the only indication that ‘Dad,’ | 
as he is known, is getting old, is his 
contention that the pioneers in ad- 
vertising did more outstanding work 
than the newer crop. And Mr. Stan- 
ton that this something 
more than the ravages of time. 

“The leading copywriter of my 
time was the late KE. Kennedy, 
originator of ‘reason why’ copy, with 
little illustration needed,” 
commented Mr. Stanton between golt 
games. ‘“‘Almost as effective were 
Claude Hopkins and Wilbur D. Nes- 
bit, who believed in telling a story in 
in variance with the general 
publicity style in vogue in some sec- | 
tions. 

“Perhaps 
graphs, 
have relieved 


insists is 


John 


used or 


copy, 


development of photo- 
and rotogravure 
burden formerly 


comics, 


the | 


laid on the copywriter, but it seems | 


to me that copy today is less virile 
and compelling than that turned out 


by the old timers.” 


Has Many Visitors 


Mr. Stanton is spending his 11th 
winter in this city, which he 
the most healthful and happy in the 
United States. Many advertising men 
make Charleston one of their ports of 
eall during the winter, recent ex- 
amples of this being a visit paid to 


Mr. Stanton by Frank Braucher, of 
Crowell, and his wife; and by Col. 
William H. Rankin. 


“Tell advertising men they are all 


doing a fine job,” Mr. Stanton told 
the reporter, “and not to take my 
criticism too seriously. As Harry 
Hawkins used to say, ‘Repetition 


makes reputation.’ Advertising men 
are spicing their advertising with 
news and human interest.” 


somewhat less potent than of 
the of advertising have 
improved to the point where results 
are almost certain. Improvement in 
window displays, store material and 
other point-of-sale advertising, 
Says, must be credited to the modern 
generation. 

Mr. Stanton leans heavily on 
VERTISING AGE for news of what's go- 
ing on in the field in which he spent 
so many Western manager 
for Century, and is fond of discussing 


yore, 
mechanics 


years as 


current stories. The reporter found 
him with an April 5 issue. 

“*Socony Lumps Brands in New|! 
Mobilgas!"" read Mr. Stanton. “That 
seems to be the modern way. ‘Maine 


Governor Signs Potato Advertising 


| Space 


calls | 


Mr. Stanton believes that if copy is | 


he | 


AD- | 


VIEWS COPY CHANGES \Cochran Heads Reinhold B 


| 


| 
| 
| 
| 


Robert T. Stanton, veteran of three-score 


years in advertising sees ‘much to be 
said’ for copy today over practices of 
“the old days.” 


; 


Bill.’ for old He de- 
serves it, as he has remained in the 
background long while Sunkist 
and holding the spot- 
light. 

“I see that state advertising is up 
142 per cent. That at least 
$5,000,000 worth of advertising that 
we didn’t have 25 years ago. ‘Buying 
Power Boost Seen in Wage Laws.’ | 
The buying power of readers has | 
the chief topic of the smart 
salesman for decades. The 
wage earners get, the 


Good potato. 


too 


others were 


is 


been 


more money 


|more periodicals they will read and | 


the more of the things advertised in| 
their columns they will buy. | 

“" Scribner's is adding 50,000) 
|}eontrolled circulation. More power | 
/to them. ‘American Tobacco Takes 
|CBS Day Spot.’ That headline would 
| have been a foreign language 25 
years ago. We might have concluded 
lthat George Washington Hill was in- | 
vading Spotless Town. 

“IT am glad to see Sapolio come 
back in powdered form and I hope 
Jake Fraser may write a 1937 version | 
of Spotless Town jingles. ‘Bowling | 
Is Doing a $300,000 Business.’ More | 
evidence of the new leisure and high | 
| buying power.” 


see 


] 
| 
Born in Canada 


Mr. Stanton, while liking photo- 
graphs, sees a danger signal in their | 


popularity. . 


} “Years ago,” he said, “we 
that when too many advertisers are | 
doing the same thing, it’s time 
change. There may be an idea for 
artists in this reflection.” | 
Mr. Stanton was born in Canada. | 
but to the United States as a 
young man and is intensely loyal to 
American institutions. He is fond of 
discussing the personalities he knew 


: 


came 


well, and such names as Harry 
Lesan, Charlie Spalding, Everett 
Sisson, Thomas Balmer, Charley Car- 


lisle, Jim Verree and George’ H. 
Hazen run through his conversation 
like a thread, 


jing Catalog, Metals & Alloys and| ( : t Ji ] 
Industrial & Engineering Chemistry, | ar oon, Ing e 
land will direct sales activities in this | 


ithe staff of Pencil Points as Western | 
|representative, with headquarters in | 


Coast Manager Describes 


found |. 


Protect your Window 


Display 


On the charaet 
you have at. sta 
displays, but, to 
and other advert 

Your window 
the public. the 
your advertising 
your product. | 


\ 
BOR LOW COST B SALES RESULTS 


installation busir 


specified. 
For a copy of 


Associate 


175 Fifth Ave., New York 


Offices, 


WINDOW ADVERTISING, 


Investment 


er of your Window Display installations 
ke not only the cost of your window 
a large extent. the cost of your sales 
ising programs. 

displays are your closest contact with 
point at which the interest created by 
is converted into new purchasers of 
ogieally, only the best installation serv- 


ice is good enough. 
We handle over 56% of the country’s window display 


1ess because we secure the choicest loca 


tions, and install all displays uniformly and in the time 


“Window Advertising” and list of 142 
covering 6,087 cities and towns, write 


INC., AND ASSOCIATES 
560 W. Lake St., Chicago 


—— 


ug-a-boo in | 
New Drive with 


BUG BUSTER 


Western-Sales Force 
G. E. Cochran, Western manager 
for 10 years for Chemical Engineer- 


M 
F 
\ 
> 


has been made Western manager for | 
the Reinhold Publishing Corporation | 

New York, April 28.—Comic Car- 
toon copy will again be the basis of 
1937 campaign for Bug-a-boo in- 
sect spray, made by Socony-Vacuum 


territory for Pencil Points, as well as | 
the corporation’s other properties. | the 


J. G. Belcher has been added to 


the Chicago office. 


COMIC COPY 


“Carriers” Theme of June | 
Absorbine, Jr., Campaign | 


Absorbine, Jr., antiseptic liniment | 
will be promoted in a more extensive | 


| Cartoon window displays round out the 
comic copy planned for the 1937 Bug-a. 
boo, insect spray, campaign of Socony. 
Vacuum Oil Co. Consolidated Litho. 


campaign beginning in June, with a | graphing Co., New York, is the lithe. 
|theme featuring a variation of the | grapher. 9 
one used last year, aimed at “car- 
| riers” of athlete’s foot. W. F. Young, | — - _—— = 
rn Mass., is the manu- | sien Aneta neembinn to & be 
| Space will be used in a large list | power of Bug-a-boo. pli 
of national magazines placed through | Media will include Good House been 
Erwin, Wasey & Co., with A. L.| : keeping, Liberty and The Saturd : 
Miller, account executive. nts ames Me TOTS At Evening Post, supplemented by rad 
; during the summer on the various M: 
J. F. Dunn Changes With the spring cleaning and summer | Socony-Vacuum baseball broadcasts ns 
J. Frank Dunn, formerly sales | "bug" season at hand, Socony-Vacuum Display material will feature enlarge mun 
manager of Pennsylvania Portland | is to use this effective comic display in | ments of the comic illustrations Food 
Cement Company and more recently | its Bug-a-boo campaign. Lapel buttons carrying the cartoons and 
with Barnhill & Dunn, has joined | | will also be made up. and 
bigs ttn Meagan ee oo Oil, with advertisements featuring J. Stirling Getchell, Inc., is the ol 
tive. illustrations of flies, mosquitoes and| agency. fl 


Pinaud ’s Pactfic 
t 


"When | first came to the Coast a number of years ago, my impression of the Pacitic 
Coast market was that the major cities, namely San Francisco, Los Angeles, Portland ane 
Seattle, comprised about all the worthwhile business on the Coast. 


'| thought at first that concentrated effort in these cities would accomplish our objectives 
in merchandising nationally distributed and advertised products on the Pacific Coast. 


Concentrated effort in these major cities is of importance, of course, but | soon discovered 
upon personal coverage of the entire territory, especially in California, that a very impor 
tant part of our Pacific Coast business is obtained from the many prosperous towns 
throughout this large state and which business, from these small towns, is largely absorbec 
in the manufacturers’ sales to distributors in the major cities. 


Therefore, from my own experience over a period of years of merchandising in this 
market, | am convinced that the best job of merchandising in the Pacific Coast market 
can only be accomplished when concentrated sales effort is augmented by the use of adver 


'tising media which cover not only the major cities on the Coast but which also covers the — * 
|hundreds of smaller towns adjacent to those cities and throughout the state—which towns f ™ 
|comprise such an important percentage of the Pacific Coast market. { 
PINAUD, INC. . 
(Signed) ''J. Floyd Peal, * 

Pacific Coast Manager." | 


To Get All the Way INTO CALIFORNIA Go in the Examiner Wa) 


MINER” 


of America’s Fourth Retail Mari 


Master 


Represented Nationally by the HEARST INTERNATIONA! 
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4 ' 
; Rates Set for | CANADA EXPANDS CALL 
| | oa 
s |) San Francisco |. are 
; iti | ep PLAYGR® 
39 Exposition of VAR 
LAKD You 
’ 
ss: _bhing 4" 
c Francisco, April 27.—A_ basic (2 
. . : - } —_ - ¥ 
f 20 cents per square foot for | ae 1S 
7 huilding sites has been an-| Poo A ie 
= i to prospective exhibitors at | . ‘ 
a } Golden Gate International | 
: m by Frank Y. McLaughlin, | 
- f exhibits and concessions. | 
— nterior exhibit rate for space | 
and palaces under construc: | 
the the Exposition Company will | 
3-8 ¢< per square foot. There will be 
1 7 emiums for outside locations,| The "Canada Calling" theme has been 
tho- 1] eh discounts on all rates up to| expanded this year in a new campaign 
tho- ys ner cent will be granted for| for the Canadian Travel Bureau, Ottawa. 
arly registration. Exposition offi- —— : = 
~ ials estimate that 500 exhibitors will ° 
+ ho represented. More than 1,000 ap- Morrill Offers Chart 
- nications for space have already Geo. H. Morrill Co., New York, 
ae wenebeeil division of General Printing Ink 
Use ae : Corporation, is offering free a color 
di Buildings Under Construction chart which can also serve as a wall 
adio | : pone list for telephone numbers. 
Major exhibit buildings now under nepali sl 
struction are Electricity and Com- 
as . 
oe munications, Homes and Gardens, Gerlach Changes 
a Foods and Beverages, Mines, Metals © d Geteeh tne dee tia 
tec 1d Machinery, Business Efficiency - a. Sree See een sho 
Ns an : general manager of General House 


CS 


and Vacationland, which will house 


, hold Utilities Company, Chicago, 
and transportation § ex- 


coming from the diesel division of 
General Motors Corporation. 


the trav e] 


hibits 


ADVERTISING AGE 


Roosevelt Tip 
Basis of New 


Toronto, April 28. President 
Roosevelt’s visit to Quebec last year 
| gave Canada’s official advertisers a 
tip today on the theme song of their 
jappeal to Americans planning tour- 
| ist trips to the Dominion in 1937. 
MacLaren’s Advertising Agency, 
/Toronto, acting for the Canadian 
| Travel Bureau at Ottawa, adopted 
llast the slogan: “Canada 
Calling You.” It was so successful 
and attracted the favorable atten- 
tion of government members at Ot- 
tawa to such an extent that it has 
been made the basis of the Canadian 
trade department’s campaign in 
Great Britain. London bus sides are 
plastered with posters driving home 


year 
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TE 
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acitic 
4 and 
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ot. bak << 
PREY 
vered if f e 4 
/ % H 
impor: \ A 4 Yu, E 
towns i, eet, “ute” 
3S 
sorbed oe 
Pinau reaches metropolitan 
marke /S many small prosperous 
in this Ralf mmunities by using the 
market Ser >» and Los Angeles 
adver: E xclusively, With that 
rers the this market you, too, 
h tows f statewide merchandising 
£ -reaching more than a million consumers 
a in three million consumers on Sunday, and 
é by 6:30 in the morning the length and 
or the State. Read Mr. Peal's letter again... 
, n experience .. . and put your message 
A lifornia for the most profitable results. 
rT Wa) 
) 


ADVERTISING SERVICE, Rodney E. Boone, General Manager 


INE 


‘A Famous Newspaper Since (887 


Canada Theme 


the message: “Canada Calling 
London.” 

Last year’s Travel Bureau copy | 
released in the United States also 
mentioned Americans as _ friendly 
neighbors but it was not until af- 
ter President Roosevelt played up 
this theme in his visit to the Do- 
minion that MacLaren’s. realized 
what a good thing it might be. This 
year’s theme song _ is: “Canada 


R&B Seeks More 
NX Distribution 


NEW QUARTERS 


wi ontes 
th Contest 

Taunton, Mass., April 29.—Con- 
sumer pressure to induce jewelers to 
stock the complete line is expected 
to result from a contest in which 
women will be asked to tell which 
of ten Reed & Barton patterns they 
like best 


While the silversmiths enjoy wide 
distribution of many of the patterns 


in their line, few individual stores 
™ jcarry all ten. Since entrants in the 
| contest will visit these stores in 
order to form an opinion, thus giving 
ithe dealer an opportunity to make 
la sale, Reed & Barton believe trade 


co-operation will be enlisted. 


Trousseau Is Prize 


z | 
a | 
» | First prize in the contest, an- 
. | nounced in Esquire and Mademoiselle, 
is a $1,100 table trousseau, consist- 
ing of Reed & Barton sterling silver 
flatware, sterling serving pieces, hol- 
low ware, table coverings and furni- 
ture, and a matching silver chest. 
Twenty sterling salad sets will alsc 
be used as prizes, while every con- 
testant will be given a hostess book, 
The ten patterns in the Reed & 
Barton line are Colonial Classic, 
Yorktown, Sonata, Hawthorn, Seven- 
teenth Century, Old English Antique, 
Pointed Antique, Francis’ First, 
Jubilee and Hepplewhite. Contestants 
must write letters of 50 words or 
less explaining the reasons for their 
selection of a favorite from this list. 
William T. Hurley, Jr., is advertising 
manager. 


~ 


1 


Below is the trophy and waiting room in 
the newly-opened San Francisco Adver- 
tising Club headquarters in the Rialto 
Bldg. Nathan Danziger, club president, 
looks pridefully down from the inset. 


Your Friendly Neighbor Calling | 
You.” The newly-opened campaign | 
it was reported, is already pulling 
double the coupon returns received 
in the corresponding period last 
year. 

The entire advertising 
tion of the Travel 
spent in the United States. The 
campaign is running in class, gen- 
eral, women’s and sports magazines 
and in newspapers. In magazines it| Good Housekeeping and Esquire 
appears in single columns, half|are being used through Needham, 
pages and two third pages. In news- | Louis and Brorby, Chicago agency. 
papers it appears in 510-line adver- | a ae 


tisements. All illustrations are! ** American Cavalcade’’ 


based on photographs, most of them | ° ° ° 
depicting tourist beauty spots in the | Begins Publication 
American Cavalcade, new pocket- 


Dominion. er “ge ee er 
: —— | size monthly, made its initial appear- 
}ance April 23. Offices of the new 25- 
Carter Leaves B&B 


Magazine Campaign 
for Scovill Gripper 


Manufacturing Co., Wa- 

Conn., has launched a 
magazine campaign to popularize 
Grippers in lieu of buttons on 
|men’s shorts. A tie-up with Wilson 
| Brothers’ Nobelt Super shorts igs 
| planned. 


Scoville 


: : ‘ terbury, 
appropria- 


Bureau is being 


“oo. 


jcent magazine are at 420 Lexington 
| John Archer “Nick” Carter, for the|@V®. , ae 
last three and a half years director | Publishers are E. H. Ellis, and 


/Thomas B. Costain. Mr. Costain was 


of the radio commercial department ‘ ; : . 
chief associate editor of the Saturday 


of Benton & Bowles, Inc., New York, 


has resigned to complete the writ-|/vening Post tor many years. Erwin 
: Toasay & C(t . Pale Maer ese 
ing of a book on radio technique. Wasey & Co., Ine., is ‘ advertising 
Mr. Carter was formerly with J.| Counsel for the new publication. 
| Walter Thompson Company, Ince., a 


Chicago. 
mond. 


Miss McShane C hanges 


He is succeeded by P. Rich- | “Look” To Be 


| Issued Bi-Monthly 


| 


Look, Des Moines, Ia., is now pub- 


Helen B. McShane, formerly with |lished every other week instead of 
Frank Kiernan & Co., New York, has | every month. 
joined Friend-Wiener Company, New| The picture magazine has _ in- 


« 


York, as account 
legal department. 


executive in the | creased its subscription rate to $2.50 
for 26 issues. 


SPADE 
OR 


TRACTOR? 


Mr. Advertiser, the 
futility of attempting to cultivate 
the vast WSM market with the 
wrong implements . .. . Try 


+ 


hitching your sales message to the 


Suggesting, 


power and clear channel cover- 
age of 50,000 Watt WSM. The 
harvest of sales will exceed your 


most optimistic expectations. 


ws 


NASHVILLE, TENN. 


Owned and Operated by The National Life and Accident Insurance Company, 


National 
Representatives, 
Edward Petry @& Co., 
Ine. 


Inc. 
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Mark Golden |Advertisers Aid 


Birthday of | 
Bakers’ Helper 


Chicago, April 27.— Bakers’ Helpe) 
celebrated its 50th anniversary with 
a staff dinner at the Union League 
Club last night, at which the history 
of the oldest publication in the field 
was recalled. Victor E. Marx, editor, 
presided 

The 50th anniversary issue of the 


publication contained a review otf | 
half a century in the baking indus- 
try. Henry Rowland Clissold found. 
ed the publication in 1887, and his} 


son, Edward T. 
lisher. 

Bakers’ Weekly, 
temporary, used 
ment in the golden anniversary num- 
ber to congratulate Bakers’ Helper 
and extend wishes for the con- 
tinued success of the publication. 


Grant Is New Publisher 


Howard 
tising manager, 


Clissold, is now pub- | 


New 


page 


York con 


a advertise 


its 


B. Grant, formerly adver- 
Confectionery and 
{ce Cream World, has become owner 
and publisher of Ice Cream Field, a 
monthly business magazine published 
in New York devoted to the whole: | 
sale ice cream industry. 


* 


U 


able advances during the 


. but these earnings must be viewed in the 
light of a constantly mounting overhead all 


along the line. 


Recent prognostications of continued good 
business ahead paint a picture so alluring that 
a tendency to let down in selling pressure is be- 
and there. 


coming apparent here 


But merely taking 


achieve maximum net earnings—not when wages 


are being increased ... 
under way... 
are definitely on the way up. 


If improved conditions are 
the utmost in dividends, an appreciably higher 
ratio of sales must be garnere 
able figures accumulating on the expense side 


of the ledger. 


It is a natural human impulse to slacken up 
here and there when the going is easier. The 
unpalatability of the doctor's medicine goes up 


as the fever comes down: a 


by three lengths is seldom pre 


a corporation glimpsing the 


prosperity for the first time in years is likely to 
‘r’” that 


be charmed into a “breathe 
timely nor safe. 


But the necessity for hard, relentless selling 


never was greater than it is 


less advertisers maintain sales increases on a 
high level, future dividends are likely to bear a 
disappointing resemblance to the golden harvest 
which marked the final quarter of 1936. 


ORPORATE earnings have made remark- 


Recove 


plant expansions are 
and operating costs in general 


Drought Exodus 


Huron, S. D., April 27.—Full page 
advertisements of the Chicago & 
North Western Railway, Armour & 
Co., and Standard Oil Co., plus addi- 
tional space for other national and 


local companies backed the campaign 
of the Evening Huronite 
to halt farmer exodus from this 
hitherto drought-ridden and wind 
torn state. 

The soil conservation division, De- 
partment of Agriculture, manufactur- 
ers, railroads and utilities cooperated 
with the newspaper in producing a 
“Modern Farming” special edition 
publicizing the “return to normal con- 
ditions” as indicated by this season’s 


here today 


heavy rainfall and making an appeal 
to the farmers to “stick to their 
land.” 


All Farmers Reached 


Special articles by agricultural au- 


thorities, federal and state, outlined 


| 
in Fight Against | 


methods for combating and prevent- | 


ing wind erosion and for conserving 
the water supply. Sounding an op- 
timistic note throughout, the news- 


last twelve months the black, 


ry in stride won't more of it . . 


to go on yielding 


d to offset the size- 


horse out in front selling too 
ssed by his jockey; 


shining visage of 


is neither 


Perhaps you would like to see examples of 


right now. For un- 


j}and 


' paper, mailed to every farmer in the |! Western Railway followed this point 


THIS 1S NO TIME FOR FOOLING” 


Now that figures have moved from the red into 
one trap to be avoided is the in- 
clination to return to the “pretty” advertising 
of the boom years of 1928-29; the urge to dust 
off the high hat and polish up the generality; 
the temptation to convert salesmanship into glib 
terms of “acceptance” and “restraint.” 

What business needs, if prosperity is to mean 
maximum profits, is not less advertising, but 
. more of the smashing, dramatic 
and exciting appeals that have consistently in- 
creased sales and profits for some advertisers in 
both good times and bad. 


Copy that SELLS! 


Advertising can keep sales increases at a high 
level, as the records of many of our clients show. 
But it must be the kind of advertising that goes 
beyond the mere “reminder” stage and gets down 
to the job of creating a desire and demand for 
the product it is promoting. 


This kind of advertising may seem too hard- 
down-to-earth 
SELLS. It always has sold. And it always will 
sell as long as life and people go on as they 
are today. For the most effective advertising is 
a slice of life itself. 


the kind of advertising that is increasing sales 
for our clients today, just as it consistently in- 
creased sales for them right through the dark 
years of the depression. A request on your ex- 
ecutive letterhead will arrange an interview. No 
obligation, of course. 


= lange ani dl <3) 


a 


In this International Arts and Crafts Building, Paris, delegates to the Continental Advertising Association convention in 


Paris, July 5-10, will stage their sessions. 
Gilbert T. 


of all phases of advertising. 
George H. Slocum, Automotive Daily 


Federated Advertising Club, is in charge of Chicago arrangements. 


The structure will house an international advertising show, presenting highlights 
Hodges, New York Sun, is chairman of the American participating group with 
News, Detroit, chairman of the attendance committee. Victor Kleber, Chicago 


— 


state, emphasized that the low point | 
better times are on the 
way, and that with the aid of mod- | 
ern scientific developments 
drought troubles’ might 
in the future. 

for the Chicago 


has passed, 


erosions | 
be | 
avoided 

Copy & North 


} 


* 


at times, but it 


#1 
—!}] oT 
A 


of view, with its message _base ad on| Benner New McGraw-Hil| me 
a Biblical text: “And I will restore | P ti M x 
to you the ears that the locust hath | romotton anager 14 
eaten. . .” | CC, D. Benner of the Atlantic Djs Si 

Follow-up plans, according to H.| trict staff of McGraw-Hill Publishing bi 
ln eg Ete ? ap.|Company became promotion manager] As 
G. Bullock, vice-president and ac ‘of Business Week. a MeGrawil ad 


, (yer re > ‘¢ 2g \ ¥ i- | . . st 
count executive, The Caples Co., Chi | publication, May 1. a) 


cago, which prepared this advertise- Mr. Benner joined McGraw-Hill ; tt 
ment, will be limited to personal] year ago, coming to the organizatio; vf 
solicitation of the farmers by local|from Ketchum, MacLeod & Grove “af 
| companies, | Inc., Pittsburgh agency. He succeed Of 
J. F. Huston, who will join Busines ny? 
| Week's editorial staff. “ths 


— - 


Guffey- Vinson 
Coal Bill Is 
Made Into Law 


‘Barclay to Stage 

Southern Campaign’, 
A campaign in Kentucky ani ; 
Southern Indiana newspapers wil ee 
be launched April 26 for Gold Lab 


Bourbon whisky, following appoint 
Washinston. D. C April 26.— ment by James Barclay & Co. Ltd it, 
re eer ; ~ Raivé Detroit, of J. V. Conners as Barclay < 
President Roosevelt today signed 


representative in these states. 
Maxon, Inc., Detroit, is the agen 


200 MILLION 
FROM WHEATY 


The forecast this 
year’s winter wheat crop is 
656,019,000 bushels for 
the entire U. S. One-fourth 


the Guffey-Vinson coal bill, officially | 
entitled, “The Bituminous Coal Act 
of 1936.” While the trade generally 
approves the measure on the ground 
that the industry has proved that it 
is unable to manage its own affairs, 
recalcitrant elements are certain to 
give the Supreme Court another 
case to decide. 

The bill, as signed by the Presi- 
dent, is guiltless of the wage-fixing 
provisions which caused. the Su- 
preme Court to hold it unconstitu- 
tional last year. As described in de- 
tail in ApverTISING AGE of April 19, 
the measure provides for establish- 


for 


ment of both minimum and maxi- a es 
; gis Ape of this big crop—173,492,- 
mum coal prices by a National 000 bushel b 
Bituminous Coal Commission for 00 bushels, to be exact— 
four years. Its activities will be is in Kansas. 
financed by a tax of one cent per At present prices, this 
ton on all coal produced in the great cash crop would run 
United States. 


considerable more than 
$200,000,000, the greatest 


sum received for a single 


If held valid, the bill will force all 
producers in the United States to 
accept a code defining and prohibit- 
ing unfair methods of competition. 
It imposes an excise tax of 19.5 per 


in Kansas since the 
of the war 


crop 
boom days 


cent of the value of all coal pro- period. 
duced in the country on operators, Not a single state in the 
but adds that those who become 


country will have such a 
code members shall be exempt. 


Strauser & Shubert 


. Get Southern Paper 


Strauser & Shubert, Philadelphia, 
have been appointed to represent 
Hunting & Fishing in the South in 
the New England and Middle Atlan- 
tic States. 

This magazine has a controlled 
circulation in 12 Southern states. 


sum of ready cash in July 


and August. Farmers will 
be buying every conceiv- 
able kind of merchandise 
—tractors, trucks, 
cars, radios, home equip- 
ment of all kinds, and 
what have you, 


motor 


ELISA 


ee 


If you want your share 


of this tremendous _busi- 


“Astro-Digest” Will 
Accept Advertising 


ness in the offing, you will 
redouble your sales efforts 
right now. And as a defi- 


Astro-Digest, Houston, Tex., has nite part of that program x 
started to accept national advertis- will be advertising to help ue 
ing. = your dealers. Se: 

Benjamin H. DePriest is manager saa ise , : yp 
of advertising and circulation at 3101 Naturally Kansas Farmer ios < 
Main st., Houston. will be your selection for PG 


| that advertising. Published 
almost 


Teg t Lbs 
Whee 
e a’ Y 


mes 


Gerst Opens Agency 
Arthur Gerst, former advertising 
and salesmanager of Royal Furni- 
ture Co., Cleveland, has opened the 
Gerst Advertising Agency at 814 


for 
three-quarters of a century, 


continuously 


eps, 


its prestige is automatically 
passed on to its advertisers. 


RUTHRAUFF & RYAN, we. 


NEW YORK 


ST. LOUIS DETROIT 


Advertising 


LOS ANGELES SAN FRANCISCO 


CHICAGO 


LAKELAND, FLA, . SEATTLE 


Guarantee Title bldg. 


Hooven Elects Kier 


| W. E. Kier, previously Western 
| division manager of Robotyper, Auto- 


Kansas Farme 


Topeka, Ka 


|matic Machines, Inc., Pittsburgh, has 

i — vice-president and gen- 1 r Capper, Pub 

pe _ manager, Hooven Sales, 115.000 SUBSCRIBERS 
Se CaZzo. 
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Hilarious Screen Cartoon Characters of 


LEon SCHLESINGER'S 


PRODUCTIONS 


Here’s 1937’s first big natural for advertisers and manufacturers! 
“Porky,” stuttering pig thespian...star of Leon Schlesinger’s 
“Merrie Melodies’’ ana* ‘Looney Tunes” screen cartoons, popular 
the world over. “Porky” brings to commercial sponsors a read 

audience of millions of his + ages seven to seventy... the 
same millions responsible for the tremendously successful com. 
mercial career of another leading screen cartoon character. 


INI SEN 


i 
. 


>?’ s 


50 Million Laugh at “Porky's” Screen Clowning Each 
Week - Cartoons Featured at All Warner Theatres 


Since 1930, “Merrie Melodies” and 


other subsequent-run houses through- 


eu RBAVE manera “Looney Tunes,” starring “Porky,” out the world. “Porky’s” following is 

NG iB ve | : 

Menaie i ene a of have been featured weekly in all universal... his popularity long 
Ht . 

the Warner Theatres and thousands of established. 


ha 
July 
will 


ce Exclusive Franchises Available 
we Bas for Cartoon Strip Advertising: 
7 a Toy. Infants” and Children’s 
| will St — | 

a a Wear. Accessory. and Food 
gram : an 

me ee Manufacturers. 

we ce 

ished ee i 

lmost ee < 

ically BSS 

tisers- we 


e Exdusive Manager . Commercial Division : DAVI D | 
 beon Schlesinger Rggpectione ‘a 
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e | convention, Hotel Pennsylvania, New | FE: f 
Coming = enna arnings of 
June 21-24—National Conference | 
on Visual Education, Francis Parker | 


Conventions Advertisers 


School, Chicago. 
June 21-25—National Retail Dry | 


|Goods Association mid-year conven- | 


a f * } Se e Poy 9236 7 > i c-Re | 
May 11-15—Lithographers National | ,; Palmer FE se. Chic Sales for 1936 of the Link-Belt 
ar , tion, Palmer House, Chicago. Co., Chicago, exceeded quota expec- 
Association annual convention, White | ee. 060 ieatineiiel -Aeseitaii * o os “7 ] 1| 
= . , JULY o- 0 snital 2 4 sing ati s 31% oY e d 2clarec 
Sulphur Springs, W. Va. ae See ae =|tatwons oy a per Cons, Goce 

\ . ffiliati Association, Paris, France Alfred Kauffmann, president, in his 

end verte athe ceed Sept. 13-16—Annual convention,|annual report to the stockholders. 
ee ey een. See |Financial Advertisers Association,|Total sales for 1936 were $20,789,- 

May 17-19—Southern Newspaper | gyvracuse, N. Y. 1475, 47 per cent above 1935 figures 
Publishers Association annual con- Sept $.25—Nationel Industrie! but still 27 per cent below the ban- 

: * . a * . P 
poe A ea — el Association annual con |"! iene a M Kauff | 
Springs, Ark. : . rertising, s% Mr. ‘ ann, 

_—— vention, Edgewater Beach Hotel, Advertising, sal ftvw one — 

May 18-19—Inland Daily Press Chicago produced better results in 1936 than 
Association spring convention, Sher- Oct. 10-13—Mail Advertising Serv- ever before. 

an Hotel, Chicago. , pr ih Raia OF “i v,vy 
_ 6 ; ; ice Association annual convention, | : 

May 20-22—Associated Business} pote] Cleveland, Cleveland. The report of Conde Nast Pub-| 
Papers, Inc., annual convention, The Oct, 11-15—Direct Mail Advertis- jlications, Inc., and subsidiaries for 
Homestead, Hot Springs, Va. Ke pans es pre iPctctnorase 1936 shows a net income of $47,364 

ay : , Associated Gro- . ‘las compared with a loss of $208,167 

May 30-June 1—Associated r0-| trotel Statler, Cleveland. ; 

, , “am ; Q2r 
cery Manufacturers’ Association an- in 1935. 
. , , Shri Ye Continued improvement was fore- 
nual convention, Hot Springs, Va 
" nee ines WHAS Ghat Rates cast by Conde Nast, president, who 
June 13-17— Pacific Advertising | 


said that the company had been re- 
lieved of factors adversely affecting 
1936 operations. He included in 
these disproportionate advertising 


WHAS, Louisville, Ky., CBS outlet, 
has announced a change in rates, ef- 
fective May 15. The new charge for 
one hour between six and eleven p. m. 
with daytime rates, ex- 


Clubs Association annual convention, | 
Salt Lake City, Utah. 
June 20-23—Advertising Federa- 


tion of America annual convention, | will be $450, 


¢ Sunday, listed at $225 for a simi- rates for Vogue and House & Garden 
Hotel Pennsylvania, New York. rag eunda stec eso lor as ‘ P cits F a 
lar period. "One hour on Sunday be- | and added that raises in rates for 


June 20-23—Newspaper Advertis-|+ween noon and six p. m. is priced |these magazines will become effec- 
ing Executives Association annual} at $300. | tive this year. Vanity Fair and The 


\ 


ee 


The Baltimore Market is more 
than 84% covered by this 


one evening newspaper. 


REACHING 
MORE THAN 


out 


of 


BALTIMORE 
FAMILIES 


and Sunday American 


Average net paid circulation of the Sunday American for six months 


ending March 31, 1937—232.305: the largest in all the South 


National Representatives: Hearst International Advertising Service, Rodney E. Boone, General Manager 


Reversing the usual role, Kennedy, New 


inally executed for advertising of the U. 
James W. Allen, and the ag 


graphs, is offering for sale to art lovers this lithograph, The Pipe Layers,” 


York dealer in etchings and fine litho. 


orig- 
S. Pipe & Foundry Co. The artist is 
ency, Alley & Richards Co. 


American Golfer were discontinued | 
last year, with liquidating costs of | 
the former borne by Vogue. 


vey 
The report of the Philip Carey 
Manufacturing Co., Cincinnati, and 


subsidiaries shows a net profit for 
1936 of $320,319 as against a net 
loss in 1935 of $386,776. Total sales 
of $2,747,472 were an incréase of 
$707,095 over the 1935 figure. 
v 7 v 

Setting a new high record 
sales and the best net income in 7 
years, the Texas Corporation and/| 
subsidiaries, New York, report a 
profit for 1936 of $38,260,341. This 
compares with $17,065,037 in 1935. 
Production of crude oil showed a 
gain of 18 per cent over 1935. 


on 


+ FF *¥ 


The 
wick-Balke 


report of Bruns- 
Collender Co. and sub- 
sidiaries, Chicago, shows a net 
profit for 1936 of $770,825 as com- 
pared with’a profit of $49,058 in 
1935. 


pamphlet 


v v v 

Tobacco Co., Louis- 
by Standard 
Co., Inc., re- 
of $534,314 for 
for 1935 was} 


Axton-Fisher 
ville, Ky., controlled 
Commercial Tobacco 
ports a net income 
1936 Net income 
$513,253. 

The .board of directors 
mated that flood damages 
this spring will amount to 
mately $350,000. 


, YF F 


has esti- 
suffered 
approxi- 


taxes which} 
more of profits | 


Despite increased 
absorbed $22,000,000 
in 1936 than in 1935 and substantial 
rate reductions, the American Tele-| 
phone & Telegraph Co. and principal | 
subsidiaries report consolidated net 


earnings for 1936 of $19,837,679, a 
gain of $52,573,325 over 1935. 

Bell telephones in service, 14,453,- 
000 at the end of 1936, increased 
881,000 during the year. Though 
this figure is 1,725,000 more than 
that of August, 1933, the low point 
of the depression, it is still 740,000 


less than the record high of 1930. 


. + 9 
The report of Loose-Wiles Biscuit 
Co. and subsidiaries, Long Island 
| City, N. Y., shows a net income for 
1936 of $1,337,079. This compares 
with net income for 1935s off 
$1,461,329. 
vvwey 
| Net income of the Celotex Corpor- 
| ation, Chicago, for the quarter end- 
ling January 51, 1937, shows a net 
profit of $268,331 as compared with 
$51,981 for the similar period end- 
ing January 31, 1935. 
Joins “Redbook” 
A. D. Kilbourne, for the past 10| 
| years with the Chicago office of The 


American Weekly, has joined the ad- 

vertising staff of Redbook Magazine, 
| and will make his headquarters in| 
| the Chicago office. Mr. Kilbourne was 
formerly with Collier's and the A. W. 
Shaw Co., business magazine publish- 
ers, 


Adds Nechisates Branch 


Prudden, King & Prudden, Inc., 
publishers’ representatives, New 
York, have opened a New York State 
office in Rochester, in the Lincoln Al- 
liance Bank bldg. Joseph R. Green- 
away, formerly with the Rochester 
Journal will be in charge. 


Libby Promises 
Best Juice or 


Triple Refund 


Chicago, April 28.—Raising 
turers who guarantee purchase price 
refunds to dissatisfied customer: 
Libby, McNeill & Libby next mont 
will launch nationally a “Three Times 
Your Money Back” promotion ont 
mato juice. 


National consumer advertising ip 
early May issues of The America 


Weekly, Life and The Saturday Ev 
ning Post and in metropolitan news 
papers will be supplemented }y 
strong dealer and point of sale dis 
plays, while the business paper cop 
already is keying up dealer interes 
in the campaign 

The guarantee applies not only t 
those who find Libby’s tomato juic 
unsatisfactory but to those who, afte 
trying it, do not “prefer it over a 
other brands.” 

A window poster with the offer 


bold type, floor bin for a stacked dis 
play of cans and a smaller replica 


of the window poster for point-of-sal 
use comprise the selling heips 
fered to dealers. 

J.C. Collins is advertising manage 
of Libby, McNeill & Libby, with th: 
Chicago office of J. Walter Thomps0! 
Co., in charge of the campaign. 


Duart Lipstick Bows 
A new Creme of Milk lipstick, com 
plementing its face cream, has bee! 
introduced by Duart Sales Co., I 
San Francisco. 
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Anule Prescott, 
Patriot Ledger 
Publisher, Dead 


suincy, Mass., April 29.—Annie L. 
scott, pioneer publisher of the 
Qviney Patriot Ledger, died at her 
here Monday. She was the 
ughter of 
George W. Pres- 
ywner and 
publisher of the 
Patriot Ledger 
until his death 
in 1908. Starting 
as her father’s 
she 
in many 
editorial and 
managerial ca- 
pacities before 
becoming pub- 
lisher. 

Miss Prescott was associated with 
the newspaper for more than 50 con- 
secutive years, and recently took an 
active part in the 100th anniversary 
of the publication. 


——— 


sé tary, 


served 


Annie L. Prescott 


Leases “Herald” 


The Washington Herald has been 
leased by Mrs. Eleanor M. Patterson 
and will henceforth be published 
independently by her. Mrs. Patter- 
son has been publishing the Herald, 
a Hearst newspaper, since 1930. 


Appoints Rickard 
International Projector Corpora- 
tion, New York, Super-Simplex mo- 
tion picture projectors, has appointed 
Rickard & Co., New York, to direct 
advertising. 


Hause Joins Ramsey 
Donald Hause, advertising and 
sales promotion manager of Sprague 


Warner & Co., Chicago, has joined 
the L. W. Ramsey Co., Chicago 
agency. 


‘Brass Tacks’ 
Slant in Copy 
Best: Painter 


St. Louis, April 26.—The need for 
industrial advertising that gets down 
to “brass tacks” in proper media 
presentation of products and serv- 
ices of manufacturers in terms of 
every day needs of a plant or indus- 
try was urged by Walter Painter, 
educational chairman, Associated 
Business Papers, Inc., who spoke to 
the Industrial Marketing Council last 
week on “High Hat Versus Low Cost 
Industrial Advertising.” 

Mr. Painter emphasized that the 


trend of a certain group of industrial 
advertisers to new and varying 
media and the academic accusations 
of “economic waste” in advertising 
made the division of industrial space 
budgets a timely problem. 

Too often, he declared, “High Hat” 
advertising turns out to be merely 
high cost advertising indulged in by 
advertisers with a passion for change 
and a jittery shifting of themes and 
advertising media irrespective of 
wisdom. Other factors, added Mr. 
Painter, are the “yen to do some- 
thing extremely dissimilar from any- 
one else in their field’ and the de- 
sire to get a curious thrill from see- 
ing their copy in various “High Hat” 
media. 

Concentration, proper audience, 
proper selling language and editorial 


support were named by Mr. Painter 
as the important items in media se- 
lection. Comprehensive study of 
markets and of buying factors in 
those markets, clear perspective and 
proper balance, he declared, should 
aid industrial marketers in securing 
the best coverage at lowest cost. 


Plan New “Chain 
Store Age” Edition 


Effective with the May issue, the 
General Merchandise Executives edi- 
tion of Chain Store Age will be 
known as the General Merchandise- 
Variety Store Executives edition. 

The General Merchandise Managers 
edition will be titled the Variety 
Store Managers edition. Editorial 
content in each will remain the same. 


Who brought this in...the dog? 


We cia ee it 


MOTION PICTURE 


t|.. SUNNY SOUTH CHAIN 


ines 
ng Only one of the — hy oo 
anufae. | STORE FOUNDER DEAD in Fawcett Wome 1987) 
se price Richmond, Va., April 28.—William (for January, 
tomers H. Harris, 61, founder and president ail battle-scarred, after 30 days 
mont of the Sunny South chain of retail battered, ’ ds. T ical of 1,000 
e Times grocery stores, died last week at in readers wee tg being reg- 
nh ont Richmond Hospital after an illness Fawcett magazines now we r nd 
of three years. larl checked for editorial a 
sing in In 1925, Mr. Harris formed the first ularly Rae” st throughout U.S. 
merica voluntary retail chain group in the i} advertising intere 
lay Eve state, members being independent B\\ 16 women read it! 
in news grocers, advertising and purchasing | " d from it! 
ited by as a group. wh \ —il coupons clippe 
sale dis _— nyt t! 
\ s torn ou 
per «oh JOSEPH SNYDER, CIGAR Deo eee count Wiles 
CHAIN HEAD, SUCCUMBS —Trade-mark co 
only t Buffalo, N. Y., April 27.—Joseph T. removed! 
ato juice Snyder, 68, founder of the chain of P l tters ‘to editors from 
ho. aft 62 Joseph T. Snyder Retail Cigar —21 € : h a* 
over a Stores, Inc., died at his home here same neighbor 00 
recently. ; 
» offer in The chain was a forerunner of * This copy came pee? gf 
cked dis United Cigar and similar chains. Mr. Beauty Shop, Chicago, 
r repli Snyder retired from retail business 
nt-of-sal in 1926. 
heips of —_ 
HARVEY LONG DIES 
marereg-4 Harrisburg, Pa., April 27.—Harvey 
with the ee 
"hompsd R. Long, manager of the local branch 
see ot General Outdoor Advertising Co., 
— died last week at St. Augustine, Fla. 
ows : y 
stick, 001 Arch-Aid to Hutchins 
has bee! J. G. Menihan Co., Rochester, 
Co., Ltd N. Y., manufacturer of Arch-Aid 


—$<$<$<————— 


ya 


women's shoes, has appointed Hutch- 
ins Advertising Co., Rochester, to 
direct its advertising. Hutchins Ad- 
vertising Co., Toronto, will handle 
advertising of Arch-Aid Boot Shops 
in Toronto and Montreal. 


Pierce Ogden Leader 


_Lyman S. Pierce, of W. P. Fuller 
Company, has been elected president 
t the Ogden Advertising Club, suc- 
ceeding Chauncey W. West, who has 
vecome manager of the Newhouse 
Hotel, Salt Lake City. 


For a True Test 
of the Midwest - 


| “ADVERTISING 
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OMARA & ORMSBEE. inc 


Adverti sing Representatives 


Easy enough to blame Scotty... A month-old 
copy of Motion Picture Magazine, its cover chewed and 


inside pages as shredded as old Mrs. Roony’s shawl... 


No. Again no! 


But no canine grinders every clipped advertising 
coupons. No terrier ever tore out four full-page roto 
shots of movie stars. And certainly no doggie, how- 
ever cute, could cut the rules from Mervyn LeRoy’s 


Trade-mark Contest.Would a pup compete for a prize? 


It takes readers to reduce a magazine to such bedrag- 
gled state. Avid, enthusiastic readers. Plenty of them 
per copy, as the total of sixteen for this single book 
(typical of 1,000 other returned Fawcett magazines) 
shows. Beyond that, it takes keen and unusual editorial 


insight to cause flicker fans to pay their cash month 


The magazines 


after month, at newsstands. And then fight to be first 


to devour the contents in their homes, beauty shops 


and wherever else Feminine America foregathers. 


Once more, we say: We're proud of that battle- 
scarred veteran just returned for the 30th Day Fawcett 
Check-up. Proud of the record made by 1,000 such Faw- 


cett magazines in the hands of readers selected at ran- 


dom from our great 2,750,000* 


audience of young 


women. Let us show you why. We'll gladly send you 


details about this secondary circulation of Fawcett 


Women’s Group or you can obtain details from any 


Fawcett representative. 


Also a typical battered, month-old returned maga- 


zine picked up at a better beauty shop somewhere. 


Write or telephone our nearest office. 


*Publishers’ Estimates, February, 1937 


FAWCETT PUBLICATIONS, 


with the human touch 


Movie Story Magazine... Romantic Stories... True Confessions 


IN Cc 


FAWCETT WOMEN’S GROUP: Screen Book...Screen Play...Motion Picture-Movie Classic...Hollywood 


FAWCETT DETECTIVE UNIT: Daring Detective... Startling Detective Adventures - MODERN MECHANIX 


NEW YORK + CHICAGO + LOS ANGELES + SAN FRANCISCO + ATLANTA + Editorial Offices: NEW YORK + HOLLYWOOD + GREENWICH, CONN. 
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Why Do Girls 
Smoke? Survey 
Says Curiosity 


9°77 


New York, April 27.—-Girl smokers 
have increased from 53 per cent in 
1930 to 70 per cent today at Welles- 
ley College, Wellesley, Mass., Mary 
M. Yost, graduate student, told the 
annual meeting of the American 
Physical Education Association held 
here Saturday. 

Questionnaires sent to the entire 
student body showed the main rea- 
sons for beginning to smoke were 
“curiosity,” “friends did,” “social 
reasons” and “wanted to.” In 1930 


“pleasure” ranked high as a reason 


but it was low this year. The 
smokers were reported as about 
evenly divided on the question 


whether smoking was a social asset. 

On the whole, with a few notable 
exceptions, the nonsmokers were 
stated to be better athletes and 
scholars. 


Bird Food to Wales 


Nature Friend, Inc., manufacturer 
of bird food products, has placed its | 
advertising account with Wales Ad-| 
vertising Company, New York. 


Putnam to Spokane 


Fayette Dailies Merge 

The Fayette Tribune, Fayetteville, 
W. Va., published by the Woodyard 
brothers, of Spencer, and the Fayette 
Democrat, owned by D. E. Mahan, 
Jr., have merged and will be known 
as the Fayette Newspapers, Inc. R. H. 
Johnson, business manager and edi- 
tor of the Tribune, will be business 
manager of the new corporation, 
which will continue to issue both 
newspapers. 


Korn Appointed 
Diamond, McDonnell & Co., Phila- 
| delphia, manufacturer of Kuttyhunk 
Blue and Irn Eze, have appointed 


Dan Curry Putnam, Jr., has joined| J. M. Korn & Co., Philadelphia, to 
the promotion staff of the Spokane | handle their advertising. Newspapers 
|and radio will be used in a test cam- 
| paign in Southern cities. 


Spokesman-Review, coming from the 
Portland News-Telegram. 


56 ADVERTISING AGENCIES 


REPRESENTING 142 ACCOUNTS 


8,463 ADVERTISING LINAGE INCREASE 


OVER THE CORRESPONDING 


ISSUE OF LAST YEAR 


21,222 ADVERTISING LINAGE INCREASE 


OVER THE FIRST FIVE MONTHS 


OF LAST YEAR 


The May issue of CANADIAN HOME JOURNAL contains over 45,000 
lines of advertising. For the first five issues of 1937, we have continued to 
lead the monthly magazine field in Canada in both linage and revenue, as we 


have done for years. 


This consistent recognition of CANADIAN HOME JOURNAL by advertisers 
and agencies has enabled us to present the finest issue in our history, not only 
from the standpoint of revenue but in illustrative beauty and editorial make-up. 


lf 


a copy of this record-breaking issue of CANADIAN HOME 


has not reached your desk 


we shall be glad to mail you one 


immediately on request. 


JOURNAL 


PRIVATE BRANDS 
NO ANSWER FOR 
CHAINS: LEBHAR 


Chicago, April 29.—Further build- 
ing up of private brands does not 
seem to be the answer to the legisla- 
tive and other difficulties facing thain 
stores, because the first principle of 
successful chain operation is rapid 
turnover with comparatively small 
profit, Godfrey M. Lebhar, editor of 
Chain Store Age, told the Chicago 


CANAD 


IAN 


HOME 


JO 


URNAL 


The Favorite Woman’s Magazine in over 200,000 Canadian Homes 


HEAD OFFICE: 73 Richmond St. West - 


New York .* 


CaN 8 me 


BRANCHES 


Winnipeg - Montreal 


Me A ES Re, P 


Toronto, Canada 


. 2. 8. s 


BEHIND THE GOLF BALL 


} 


— 


L. B. Icely (left) president of Wilso, 
Sporting Goods Co., Chicago, demon. 
strates the fly-wheel action feature of 
the new Roto-Active Hol-Hi K-28 golf 


ball. Thomas E. Wilson, board chairma 

of Wilson & Co., watches the demon. 

stration intently. United States Adver. 

tising Corporation, Chicago, is handling 
the introductory campaign. 


—= 


chapter of the American Marketing 
Association last night. 

This is true because only with we! 
established, wanted national brands 
can turnover be kept at a satisfa 
tory level, Mr. Lebhar said. 

While the Robinson-Patman ag 
undoubtedly affects chain store oper. 
ation, the chains have already 
adapted themselves to it, and have 
ceased to consider it a serious threat 
to their existence because its proyi. 
sions affect competitors of chains 
such as buying units and super mar 
kets, with equal force, 


Fears State Laws 


This is not true of fair trade acts 
and unfair practices acts developed 
by states, Mr. Lebhar said. These 
laws, aimed directly at chains, are of 
much more importance, and may in 
fact change the entire system of re 
tail merchandising, he said. He en: 
phasized, however, that chains have 
proven their ability to fight unfair 
legislation, and to adapt themselves 
to changing conditions, so that ther 
need be no fear of their future. 

Fair trade acts, under which manu 
facturers of trade-marked goods ma 
set minimum resale prices, will pro} 
ably be in effect in all or nearly al 
of the 48 states before the end of th 
current legislative season, he said. I1 
addition, there is serious danger tha 
unfair practices acts, which follor 
the general plan of fair trade acts er 
cept for the important point tha 
minimum prices may be set on al! 
merchandise, whether trade-marke 
or not, will be passed in sever 
states. If laws of this type becot 
effective and are enforced, they wi 
change retailing drastically, Mr. Leb 
har said. 

In the drug trade, price mainte 
nance under state fair trade laws } 


(Continued on Page 35) 
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A avertising men do not use this old childhood method of picking their 


engraver. They consider the capability of the organization, the modern 


methods used... whether delivery promises are kept, and, above all, the quality 


JOHN AVERILL 


of their work. Past records of satisfied clients and a steady growth in business 


make us feel that we are fulfilling these demands. 


Collins, Miller & Hutchings, ic. 


207 North Michigan Avenue 
Chicago, Illinois 
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Beer and Music 
Over with Bang 
in Minneapolis 


Fashion Show 
Is Staged on 
New Santa Fe 


Chicago, April 28.—As a possible 
forerunner to a new type of advertis- 
ing, the State Street Council, repre- 
senting most of Chicago’s large de- 
partment stores, took advantage of 
news interest in the debut of Santa 
Fe Railroad’s “Super Chief” to pre- 
sent a travel, vacation fashion show 
on board the train during its first 


Minneapolis, April 27.—Minneap- 
olis residents were forcefully im- 
pressed with the power of advertis- 
ing and at the 
same time visi- 
bly pleased with 
the results to- 
day in the form 
of the opportuni- 


public inspection. ty to attend 
The show, which featured 33 man- symphonic con- 
nequins from stores and shops dis- certs at popular 
playing the latest in bathing suits, prices. 
sportswear and travel garb, is be- The example 


was presented 
last week when 
the Tourist and 
Publicity com- 
mittee of the 
Minneapolis Civic and Commerce As- 
sociation determined to awaken gen- 
eral public response to their efforts 
and called upon civic-minded adver- 
tising men to direct the test. 

With beer tossed in as a comple- 
ment to the music offering, the cam- 
paign was framed under direction of 
Jack Cornelius, Minneapolis man- 
ager of Batten, Barton, Durstine & 
Osborn, Inc., with the cooperation of 
newspapers, radio stations, outdoor 
advertisers and printers. The result 
was a $5,000 sale of subscriptions for 
the “biergarten” concerts. ; 


lieved to be the first ever presented 
on a railroad train. 

Other promotion in connection 
with the silver streamliner, sched- 
uled to begin regular runs May 18, 
will be a double good will trip for 
Chicago and Los Angeles business 
men May 8 and 15. 


Jack Cornelius 


Sayler to Don Lee 


Charles E. Sayler has joined Don 
Lee Broadcasting System, Los An- 
geles, as director of public relations, 
coming from J. F. Helmold & 
Brother, paper box supplies, Chicago. 


WTBO to McGillvra 


Station WTBO, Cumberland, Md., 
has appointed Joseph Hershey Mc- 
Gillvra, New York, as national rep 
resentative. 


Waukesha to Presbrey 

Frank Presbrey Co., New York, has 
been appointed agency counsel for 
the export division of Waukesha 
Motor Co., Waukesha, Wis., maker 
of a complete line of heavy duty in- 
ternal combustion engines for trucks, 
motor coaches and general indus- 
trial use. 


Names Frank Kiernan 


Swedenborg Foundation, New York 
publishing house, has appointed the 
Frank Kiernan Advertising Agency, 
New York, to direct advertising. 
George Butterly is account executive. 
Newspapers and magazines will be 
used. 


Dr. Laird Appointed 


Dr. Donald A. Laird has joined the 
Advertising Laboratory, New York, 
as consulting psychologist. Dr. Laird 
is head of the Psychological Labora- 
tory, Hamilton, N. Y., and author of 
many books and articles. 


Cadaco, Ltd., to Kelly 


Kelly, Nason & Winsten, Inc., San 
has 
been appointed to handle the account 
J. Malcolm Dewees 
Magazines and 


Francisco, advertising agency, 
of Cadaco, Ltd. 


is account executive. 


newspapers are scheduled. 


THE 
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of Buying Power 


KEY 


to 


The Second Largest Market in 
New England 


AR 


14 Years’ Service to Providence Market 


Basic N.B.C. Rep Nerwork 
1,000 Warrs 


*Income Per Family for Providence County is 


27°; Greater Than U.S. Average. 


“Buying Power Index for Providence County is 


15°) Greater Than U. S. Average. 


“(Reprinted from Sales Management Survey 


1937.) 


NATIONAL REPRESENTATIVES - WEED & CO. 


a Ma 


Getting Personal 


Art Ogle, former advertising manager for Bauer & Black, Chicago, 
is now operating a hotel at Miami, Fla... 

Campbell Arnoux, g. m., WTAR, Norfolk, spent last week in New 
York. Also there were Don Gilman, NBC Western division chief, and 


Tom C. Gooch, KRLD, Dallas. . 


A little thing like a broken leg is not allowed to keep George 
Burbach, a. m., St. Louis Post-Dispatch, away from business. Mr. Bur- 


CHAMPIONS 


This team, representing McCann-Erick- 
son, Inc., took the New York agency 


bowling title. Members are 


Berrien, Jack Taylor, 
Jules Boday and Lee Firth. 


Walter 
Jenttner, (lower left) James Lala, Stephen 
(standing, left) 


bach is utilizing an automobile 
gadget which permits him to 
drive, even though his leg is in a 
CASE. 

Victor Lowrie, space btyer 
for McCann-Erickson, Inc., Chi- 
cago, has returned to his desk as 
good as new after spending sev- 
eral weeks on sick leave... 
Kellogg Patterson, Cincinnati 
Times-Star, is back in Chicago 
with pictures of a 60-pound sail- 
fish he caught on a Florida jaunt. 
. . Ernie Kuhn, maitre d’hotel of 
the Tavern Club, peeked in at 
the meeting of Chicago Post, 
American Legion, last Monday, 
noted there were only a dozen 
present and forthwith served up 
juicy steaks which made the 
other 70 members think seriously 
of suicide on learning the news... 


The seven weeks’ exile in the CIO picketed Firestone factory and 
offices in Akron was ended April 23 for Ralph Ritchie, assistant a. m. 


of Firestone, 


when several thousand CIO strikers stormed the barri- 


caded properties and forced him to evacuate... 

A 10-day all-expense trip to Bermuda was the grand prize at the 
New Haven Advertising Club’s annual dinner dance April 24... 

Jim Irwin, GM. public relations chief in Dayton, has just com- 


pleted construction on the 


home... 


city’s 


first year-round air conditioned 


Final team standings in the New York agencies’ bowling tourna- 


ment are: 


Won 


McCann-Erickson 
Associated 
General Outdoor 
BBDO 
TOON Be FROUIOR ook kik oo onsen eens 
Calicine @& PIGlGOR 6 si csccccvce soe 


~ 
SP rere re eee ee re 35 


Lost H.G. Pins Average 
12 942 50,323 167.223 
25 929 49,419 164.219 
31 909 48,781 162.181 
35 897 46,698 155.98 
87 918 47,327 157.229 
40 886 46,722 155.222 


Carl Rollins, J. M. Mathes Co., is foreman of a civil jury in Man- 
hasset... Edward H. Davis, publisher of Confectionery €& Ice Cream 
World, has bought an estate on the Boston Post Road, Rye... 

Perry Deutsch, WBS head, left New York for a visit to the coast... 
Walter E. Sodestrom, publisher of Photo-Lithographer, is the father of 


an eight-pound girl, Mary Lynn... 

Mrs. E. V. Hartford, of the 
family controlling the A. & P., was 
married in Los Angeles April 24, 
and is now Princess Pignatelli... 

Announcement has been made 
of the marriage of Ruth Judson, 
of Albany, and Ira Mendleson, Jr., 
who is with the Schenectady Sun 
... Louis K. Sidney, managing di- 
rector of WHN, is out on the 
Coast for three weeks. . . 

Donald Brann, Successful 
Farming, finds that. he’s talked 
himself into something, by” extoll- 
ing farming. He’s bought the old 
Bradley Farm, New Castle, N. Y. 
...F. J. Ross, board chairman of 
Fuller & Smith & Ross, has been 
elected a director of the New York 
Tuberculosis and Health Associa- 
TOR << 

W. R. Massengale, dean of 
Southern advertising agency men 


PRICE PROMOTION 


———. 


With new production facilities, Charles £. 
Hires Co. is employing an “economy” 
theme in promotion of its Root Beer ip 
bottles. O'Dea-Sheldon, New York 
agency, is handling the campaign. 


TUSSLE WITH TITLISTS 


These bowlers from the New York Sun 

staged an exhibition match with the 

Champion McCann-Erickson team: Jule 

Raskopf, (lower left) William Pascale, 

Otto Wegman, Fred Carrington, (stand- 
ing, left) and Andrew Sisti. 


from the point of continuous service, celebrated the thirtieth anniver- 
sary of his entrance into the advertising business and three days later 


celebrated his fiftieth birthday... 


William B. Warner, head of McCall Corporation, has been elected 
to the board of trustees of Hobart and William and Smith College, Ge- 


neva, N. Y... 


H. R. Worch has returned from Europe after completing a special 


NO RADIO WAVES 


Mr. and Mrs. L. B. Wilson (WCKY, Cin- 
cinnati) entertain a group of friends 
aboard the new Wilson cruiser, anchored 
off their winter home at Di Lido Island, 


The 


Wilsons are 
extreme right. 


Fla. 


seated at the 


commission in art research for 
Bermingham, Castleman and 
Pierce, Inc. 

Early summer will see the 
marriage of Anne Carol Mac- 
Arthur, of Detroit, and Walter J. 
Masterson, Jr., Yachting’s a. m... 

Ross Federal Service, Inc., 
celebrated its seventh anniver- 
sary April 15, with a dinner at 
the Hotel Algonquin. ... 

Timothy S. Goodman, 
WKRC, Cincinnati, 
his month’s 


g. m., 
is back from 
sojourn at Miami 
Beach George Sutton, Jr., 
president of the U. S. Power 
Boat Association, is said to be 
entirely boatless. 

Latest addition to Philadel- 
phia younger set is Miss Rachel 
Bok, new daughter of Judge and 
Mrs. Curtis Bok. . . Gotham Ad- 


vertising’s Donald H. Parker is engaged to Elizabeth Mae Cunningham 


of Lansdowne, Pa.... 


Howard Stephenson, American Druggist, and Joe Keeley, of N. W. 


radio department, have 


Ayer’s 
Themselves, 


authored a 
published by Hillman-Curl, New York... 


best-seller, “They Sold 


Frank Healy, of the NBC press department, is in Los Angeles with 


his wife, Elizabeth Palmer, 
tury-Fox. 


who has a picture contract with 20th Cen- 
He’s on a leave of absence. . 


2 

Sale of Hires = 
Root Beer i ted 
oot Deer in field 
that 
Bottles Opens} «i: 
price 
van 
Philadelphia, April 28.—The Ch 
Charles E. Hires Co. today has wen 
started national distribution of hag 
Hires Root Beer direct to consumer tant 
in 12 ounce and 16 ounce bottles, cepti 
This is the first time this company whet 
has ventured into this line, having rive 
confined its activities in the past to field 
the sale of Root Beer extract. i 

This development was tested here j 
last summer to determine consumer) 9 
acceptance. When results showed | @ores. 
that demand was tripled within one) }).+ 
month, plans for development were move 
started. A Boston plant was opened [pat 
on April 5 with L. C. Palls as New ing 
England sales manager. Kem: 
Develop Special Bottle Jiver 
To make consumer recognition 0% tt 
easy a specially designed and pat: om! 
ented bottle was created. The de Th 
signer was Norman Bel Geddes, ard 
famous scenic artist. Unique in vith 
shape, the new Hires bottle has a Roast 
metal-foil label which cannot soak Rions 
off in ice water. ome 
An extensive advertising cam 
paign principally in newspapers, has broe 
been planned. O’Dea-Sheldon, New 7% 
York advertising agency, is hat Dual 
dling the advertising. Sly 
Newspaper copy will feature price Nia 
and illustrations of wide human it 7%, 
terest. In all advertisements, illus ices 
trations of the newly designed bot Vo 
tles will be shown prominently. hort 
point 


Cutajar Doubles Space | hun 


Charles J. Cutajar, New York below 
agency, has doubled its present offite | expar 
space at the same address, Che 


Holman to Rambeau 
Hal A. Holman, formerly wit 
Paul Block & Associates, has joined 
the Chicago office of William G. Ral 
beau Co. 


ee WCE 


NEW YORK'S 


leads in 


PROGRAM 


SCHOOL OF THE ‘AIR 


| 9-9:15 A.M, DAILY J 
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‘PRIVATE BRANDS 


NO ANSWER FOR 
CHAINS: LEBHAR 


yntinued from Page 32) 


» a big factor, he reported, but 
grocery field no action has 
iken to set minimum resale 
and it is likely, he main- 
that no such action will be 
ntil and unless the Tydings- 
Miller bill, now experiencing diffi- 
ylties in Washington, is passed. 

Even should the bill be passed, pe- 
uliar conditions in the grocery trade 
will act to prevent as widespread 
sage of the price maintenance pro- 
visions of state fair trade acts as in 
the drug field, he said. Even in this 
field, however, Mr. Lebhar declared 
that on the whole grocery chains are 
willing to work under the kind of 
price maintenance manufacturers 
want to provide. 

Chains have come out of the de- 
pression in excellent shape in all of 
the 17 fields in which they are impor- 
tant factors, he said, the single ex- 
ception being the filling station field, 
where laws such as that of Iowa have 
driven large operators out of the 
field. 
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‘ Dipman Presents Views 


Carl W. Dipman, editor of Pro- 
igressive Grocer, told the conference 
that there is a definite trading up 
movement on in the grocery field and 
that price advertising as such is los- 
ing some of its appeal. Increasing 
demands for charge accounts and de- 
livery service are being reflected in 


the better than average gains cur- 
"rently registered by service stores, 
compared with cash and carry stores. 

There is likewise a tendency to- 
ward larger grocery stores, especially 
With meat departments, yet super 


markets with volume up in the mil- 
lions would seem to be a factor of de- 
creasing importance, since all the 
economies that can be effected in the 
grocery business can be effected in a 
Btore doing $100,000 to $150,000 an- 
nual business. There will undoubt- 


edly be more super markets in the 
Middle West and East, byt within 
the next few years these mammoth 
Btores will tend to level off, he said. 

Voluntary stores, Mr. Dipman re- 
ported, have reached their saturation 
Point statistically, but there are still 
Humerous localities in which they are 


below this point, and some further 
expansion may be expected. 

Chains, he said, are at their peak 
in the grocery field, and may slide off 
lightly in relative importance. 

As for consumer co-operatives, gen- 


Porcelain Enamel 


By far the best signs to identify 
dealers 


Samuel Stamping & EnamelingCo. 


SIGN. Charles Street Factory: 
Baltimore, Md. Chattanooga, Tenn. 
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SWIM SUIT SEASON 
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Color will be stressed in the 1937 swim- 
ming season campaign of Jantzen Knit- 
ting Mills, Portland, Oreg., opening May 
1. This dealer-co-operative newspaper 
copy evidences the color stress. 


COLOR SPLASH 
FEATURES ‘37 
JANTZEN DRIVE 


Portland, Oreg., April 27.—Jantzen 
Knitting Mills’ 1937 national adver- 
tising campaign, stressing new col- | 
ors, opens May 1 in national maga: | 
zines and will be expanded on post- 
ers of the nation May 25, with the 
biggest outdoor display schedule in 
the history of the swim suit com- 
pany. 

Promotion plans are being han- 
dled by Botsford, Constantine & 
Gardner, Portland. The 24-sheet 
“poster of the year” is drawn by 
George Petty, and uses a girl, a boy 
and three words to sell swimming 
suits. The girl is not the famous 
“Jantzen girl” but a typical Petty 
creation. Postings are scheduled in 
all of the key cities of the United 
States. 


v 
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Use Color Ccpy 


Eighteen color advertisements in 
national magazines will highlight 
the magazine advertising program, 
which calls for space in these publi- 
cations: Collier’s, Cosmopolitan, Es- 
quire, Liberty, Modern Screen, Movie 
Mirror, Photoplay, Silver Screen, The 
Saturday Evening Post and Vogue. 
The heavy display period will be 
mid-June, when millions of swim- 
mers will begin thinking about cool 
waters and shapely figures. 

Petty’s “poster of the year” shows 
a curvesome brunette in sun hat and 
red Jantzen swim suit reclining on 
a field of blue, and behind her a 
blond Petty male, likewise _ reclin- 
ing, wearing blue trunks. 

Black and white photography for 
the campaign was done by Preston 
Duncan of Hollywood, and _ black 
and white line drawings by Errol 
Proctor, of the advertising agency. 
Girl movie stars, Jantzen-attired, are 
provided in mat form for local 
newspaper advertising copy. 

Jantzen beach’ shops, _learn-to- 
swim campaigns, style shows in 
stores and theaters are urged upon 
dealers. Neatest “gadget” of the 
year is a scale that weighs suit sizes 
instead of pounds, thereby soothing 
sensitive customers. 

Jantzen will make and sell more 
than 1,000,000 swimming suits in the 
United States in 1937, Irwin S. 
Adams, assistant to the president of 
the Jantzen Knitting Mills, pre- 
dicted. 


erally speaking they present merely 
an academic question in the food 
field, because margins are so small 
now that it seems impossible to op- 
erate a co-op effectively. 

Fair trade laws are not helping the 
food trade, he declared, since the 
minimum resale price too often be- 
comes the maximum price. A mini- 
mum mark-up law, providing at least 
a six per cent margin over cost, 
would solve more than 70 per cent of 
all grocers’ problems, he said. 


Seastnabe to New York 


The main offices of Seminole Paper 
Corporation have been moved from 


Closer Watch 
on Radio Copy 


New York, April 27.—Broadcast- 
ing companies were warned to pay 
attention to public criticism or face 
a rough road ahead, in a talk by 
George Henry Payne, Federal Com- 
munications Commissioner, given 
Saturday before the American Col- 
lege Publicity Association. 

While other countries prohibit ad- 
vertising, and send cultural educa- 
tion over the air, here the broadcast 
liberty is allowed, he continued. 
“Some broadcasts,” he added, “are 
pumping into private homes mate- 
rial about nostrums, foods that have 
not been demonstrated as beneficial 
and certain medicines that the peo- 
ple should never be urged to buy.” 

The investment in the broadcast- 
ing business was given by Mr. 
Payne as $40,000,000 and the gross 
revenue last year was $107,000,000. 
He said that the profit this year 
probably would be 350 per cent. 


Dental Paper Starts 


Dental Observer, began publication 


HEN the Pan-American 


read, her take-off was the fir 
larly scheduled commercial 
China. Time—6 days. 


well packed shipments of P. 


shipment was complete; re- 
cipients happy. P. & A. were 
on the job, as per usual. 


PARTRIDGE 


NICK ELTYPRERS 


Chicago to 220 E. 42nd st., New York. 


Urged by Payne 


per zoomed out of Alameda on the 
twenty-first of this month, history was 
truly on the wing! As you have heard or 


Snuggled down in her hold were two 


ucts— mats and stereos for Borg-Warner 
and Norge distributors in Hongkong. 
And the vigilant Service Man grinned 
even more widely than the cut at right 
portrays when we reported to him thatthe 


TENAPLATES 


_ AYER CUP PRESENTED 


Philip Chandler, assistant general man- 
ager, Los Angeles Times, (left) watches 
H. A. Batten, president, N. W. Ayer & 
Son, Inc., Philadelphia, present the 
Francis Wayland Ayer Cup for news- 
paper typographic excellence to Norman 
Chandler, vice-president and general 
manager of the Times. 


Phoenix Adds G sibilie 


F. Eugene Graessle, formerly with 
the Knapp Engraving Co., New York, 
has taken an executive post with the 
Phoenix Engraving Co. 


Perine Resigns 


H. Ford Perine, production man- 
ager of Conde Nast Publications, 
New York, has resigned to become di- 
rector of merchandising of Life, New 


China Clip- 


st of regu- 
flights to 


& A. prod- 
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N.1. A. A. to Stage 
Contest For Seal 


Van B. Hooper, advertising man- 
ager, the Louis Allis Co., Milwaukee, 
has been named chairman of a com: _ 
mittee to select a new seal for the 
National Industrial Advertisers Asso- 
ciation. 

A national contest will be staged to 
procure the seal, open to artists and 
advertising men in or without the 
NIAA fold. Entries must be received 
by Mr. Hooper by June 15. 


Casmir-Best Named 


Frederick Lowenfels & Son, New 
York, makers of Hotel Bar Butter, 
have appointed Casmir-Best, Ince,, 
New York, for a campaign featuring 
a new package for the protection of 
print butter. Newspapers, radio and 
business papers will be used in May. 


Hohl Appointed 


Howard F. Hohl, director of adver- 
tising and sales of the Congress 
Hotel, Chicago, has been appointed 
convention manager of the National 
Hotel Management Co., with head- 
quarters in New York. 


Thorburn Joins Shell 

Donaldson B. Thorburn has joined 
Shell Union Oil Corporation, New 
York, as assistant in charge of ad- 
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Spectacular Is 
Enlarged by G-M 


Chicago, April 29.—The world’s 
largest spectacular, completely refur- 
bished, enlarged and made more lum- 
inous, was turned on here by the 
Chevrolet Motor Co. last night. 

The spectacular is just East of 
Michigan bivd., overlooking the 
Boulevard and Grant Park. It 
was built three years ago, but 
copy has been revised and strength- 
ened. The turning on of the spec- 
tacular was celebrated by a banquet 
of Chevrolet executives headed by C. 
P. Fisken, advertising manager, with 
officers of the Federal Electric Com- 
pany, which handles the sign. 

The largest sign structure in the 
world backs up the spectacular—158 
feet long, 148 feet high, and with its 
bottom point 140 feet above the 
ground. Colors have been redesigned 
to increase visibility, and action has 
been changed by means of a circuit- 
interrupting device which operates 


Catholic Press Meet 


The Catholic Press Association will 
hold its annual convention May 20-22 
in Rochester, N. Y. 


five members of Peck Advertising Agency, New York, last week held « 


testimonial dinner for Ha 


Krawitz, secretary, on his 20th anniversary with the 


ration, with eight vaudeville acts adding to the gaiety. At the dinner were 


r Sinsheimer 


left), radio director; Dave Bloch, treasurer; Mr. Krawitz; 


Walter Schwartz, executive vice-president; Harry Peck, board chairman, and 
Albert Messing, president. 


Advertise Lettuce 


Western Growers Protective Asso- 
ciation will advertise lettuce with an 
assessment of $5 a car on California 
and Arizona shippers. About 85 per 
cent of total production is repre 
sented in the agreement, running to 
March 15, 1938. 


Winters Changes 
George A. Winters, manager, Head- 
light and Sun, Pittsburg, Kan., for 
the past 10 years, has taken a similar 
post with the Daily Independent, 
Grand Island, Neb. 


Appoints Blaker 


Good Housekeeping Magazine, New 
York, has appointed the Blaker Ad- 
vertising Agency, Inc., of that city 
to handle advertising promotion. 
Harry F. Muller is acting as account 
executive. 


Kelly Joins M-E 
Paul Kelly has joined the Chicago 
office of McCann-Erickson, Inc., as as- 
sistant production manager. He was 
formerly with Kirtland-Engel Co. and 
previous to that with Erwin, Wasey 
& Co., Chicago. 


March Forward 
in Seattle with 
the Forward 
Marching 
SEATTLE POST- 
INTELLIGENCER 
The Largest 
Newspaper 
Circulation in 
the Northwest! 


Things Are Happening 
.. « In Seattle! 


HREWDEST selling minds today are alert to the new oppor- 

tunities attending recovery***they are revising sales strategy, 
reshaping advertising programs, catching the buying spirit of the 
public on the up and up. For them the “old order changeth’—to 
their benefit; just as is very apparent in the Seattle newspaper situa- 
tion. Changes are taking place in Seattle reader preferences, looking 
more and more to the morning newspaper. 


Alert merchandisers are impressed when the Seattle Post-Intelli- 
gencer attains a Daily Circulation of more than 100,000—a Sunday 
circulation of 208,000 families. They are astonished that, after three 
and a half months suspension, any newspaper can “come back” with 
greater readership than before. That proves two things—the vitality 
of the newspaper, the regard of the community it serves. 


This new preference is well earned—the average Seattleite finds 
himself asking for the Post-Intelligencer in preference to other papers 
for very good reasons. Chief of these being that it is a better news- 
paper, with better news coverage, better editorials, better features*** 
a more constructive policy in the problems that confront the com- 
munity; an alertness to public welfare; a vision to serve for the best 
interests of all. 


Here is a full measure newspaper—more complete, more virile, more 
influential than ever before. 
Wise merchants are capitalizing on this definite trend, and are 
changing to the Post-Intelligencer—marching forward with its greater 
circulation, keener reader interests, growing good will. 

March Forward with it NOW. Expand your business, extend your 


business reach to include the largest reader audience, the greatest 
buying ability in the Pacific Northwest. 


In the pages of the Post-Intelligencer lie profits for advertisers 
who sense the new trend in Seattle. 


Circulation 


right NOW are generously 


in excess of . . 


100,000 - 
208,000 SUNDAY 


*We will gladly mail you a copy of the Seattle Post-Intelligencer, ANY 
edition you request, 30 you may see for yourself what a really GREAT 
newspaper it is! 


SEATTLE POST: 
INTELLIGENCER 


Represented Nationally 


ey E. Boone, 


the HEARST INTERNATIONAL ,ADVERTISING SERVICE, 
General Manager 


Figures 


’ DAILY 


National Drive 
in Newspapers 


Indianapolis, April 28.—Humor 
predominates a national newspaper 
campaign launched last week by 
Kingan & Co. The promotion in- 
cludes displays and direct mail, 
scheduled for 11 weeks, featuring 
canned meats and luncheon meats, 
as well as other Kingan products. 

Dealer-imprinted consumer-cards 
in recent tests proved highly instru- 


FAMILIAR FIGURES 


Jean get over / i 


Canned meats and luncheon meats get 

a corpesaee Rasang lift from the new Kin- 

gan . large space news cam- 

paign. Elmer L. Cline, New oh tonnen, 
is in charge. 


mental in producing a 20 per cent 
increase in the sale of advertised 
products, according to John Kingan 
III, advertising manager, and will be 
used extensively in the present cam- 
paign. 

Elmer L. Cline, New York, is the 
agency in charge. 


Asiatic Rhesus 
New Customer 


New York, April 28.—‘Wanted: 
an advertising medium that offers 
complete coverage of the Asiatic 
rhesus market. Give full informa- 
tion on circulation, rates and sug- 
gested copy appeals.” 

Such an advertisement may ap- 
pear one of these days in the opin- 
ion of the captain of the City of 
Rayville which arrived at this port 
yesterday after a hectic six-week 
voyage from Calcutta, loaded with 
thousands of wild animals consigned 
to various zoos and laboratories, 
including a frail rhesus female who 
took sick and whined constantly. 
One of the few passengers aboard 
the vessel, a doctor from the 
Rockefeller Institute, heard about 
the sick primate and suggested she 
be given a dose of Lydia Pinkham’s 
Vegetable Compound. Fortunately 
there was a lady passenger who had 
a bottle with her. The monkey was 
given a tablespoonful and, in the 
words of the ship captain, “I’ll be 
damned if it didn’t work!” The 
monkey could not be reached for 
a personal testimonial. 


Hooven Elects Kier 


W. E. Kier, previously western di- 
vision manager of Robotyper, Auto- 
matic Machines, Inc., Pittsburgh, 
has been elected vice-president and 
general sales manager, Hooven Sales, 
Inc., Chicago. 


Gets Night Club 


| The Advertising Bureau, Boston, 
has been appointed to handle adver- 
tising of Brunswick Casino, Boston 
night club. Herbert Frank is account 
executive. 


Dittmar in New Post 
E. T. Dittmar, formerly with the 
Crosley Radio Corporation, Cincin- 
nati, has joined the staff of Associ- 
ated Advertising Agency, Los Ange- 
les, as account executive. 


Henshaw Promoted 


Frank O. Henshaw has _ been 
elected president of Flexlume Cor- 
poration, Buffalo, sign manufactur- 
ing, succeeding Allan C. Stoneman, 
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World's Biggest Kingan Starts Ta 


With “I can't get over" as the 1... 
headline, Kingan & Co., _o 


theme 
Indi 
launching a new nati 2. ee 


ional news 
campaign featuring comic copy, 


Service, Inc., 


—— 


Dorff to Monarch 


Henry Dorff, 


formerly with Ardlee 


New York, in sales 
motional work, has joined Monare) 
Advertising, also of New York, a 
sales promotional manager. 


“Natural History” A. B. ¢. 


Natural History Magazine, mp 
lished by the American Museum 
Natural History, New York, has 
elected a member of the Audit By. 
reau of Circulations. 


Gets Wieboldt Radio 
Needham, Louis and Brorby, Ine, 
Chicago agency, has been appointed 
to handle the shoppers’ radio pro 
gram, of Wieboldt Stores, Inc., Chi. 
cago, over Station WMAQ. 


Manor House Appoints 

The Manor House, New York, has 
appointed Campbell Lampee, Inc, 
New York, to handle its advertising, 
a magazines and direct mail will 


What is 
Our analys 


MARKET ANALYSIS 


the nature of your most vital problem? 
is of a single marketing, distribut- 
ing, selling, merchandising or advertising prob- 
your entire selling 


WEICE CO. 


effort more 


business 


resigned. 


IN *STATS— 


SPEED 
WITHOUT 
QUALITY 


IS AS USELESS 
AS CIGARS WITH- 
OUT MATCHES 


Sure! Rapid has speed; it 
was Rapid that brought this 
to a 60-minute 
service standard and 24 
hour service on out-of-town — 
orders—BUT—Rapid ALSO 
developed 8 out of 10 of 
the new ‘stat ideas used 
today. AND NOBODY” 
WHIPS RAPID ON QUAL = 
ITY. Why miss out on ideas > 
and quality? Why not” 
deal with Rapid, sir? 


RAPID 


COPY SERVICE C0. 


6 BRANCHES: NEW YORK, 4I5 Lexinf” 
ton, 444 Madison, VAnderbilt 
CLEVELAND, Ninth — Chester 
MAin 9335 @ CHICAGO, 110 Se. Be 
born, 228 No. La Salle, 360 No. Michien® 
Ave., STAte 5977- 
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WALGREEN DRUG 
STORES CANCEL 
ALL LIQUOR COPY 


(Continued from Page 2) 
terests. He pointed out that with 
newspapers receiving as high as 
10,000 letters @ month protesting 
against cigarette copy on comic 

es, it was reasonable to presume 
that liquor advertising, on comic 

es or not, would produce a sim- 
jar reaction among the drys, espe- 
cially drug store liquor copy. 

While the rule of no sales to 
minors is rather strictly adhered to 
jn most taverns, it is more difficult 
of enforcement in drug stores, he 
pointed out. Confirming the rumor 
that many independent stores have 
attempted violation of the Fair 
Trade act, this spokesman also said 


Bosgieter Appointed 


Ernest Bosgieter, previously with 
West - Holliday -Mogenson Co., San 
Francisco, national advertising rep- 
resentatives, has been named man. 
ager, national advertising department 
of the Honolulu Star Bulletin. 


Zehrung Heads Pennzoil 


W. S. Zehrung, formerly vice- 
president, has been appointed presi- 
dent and general manager of The 
Pennzoil Co., Oil City; Pa. He re- 
places R. S. King, who resigned to 
form his own company. 


“Mines Record” Debut 


The first edition of Mines Record, 
a weekly publication, will appear 
during May. It will be produced by 
the Atlas Publishing Co., Inc., New 
York, publishers of Daily Metal Re- 
porter and Mines Register. 


Owens Joins Maxon 


Franklin Owens, formerly with 
NBC and Batten, Barton, Durstine & 
Osborn, Inc., has joined the radio de- 
partment of Maxon, Inc., New York. 


President Asks 
FTC Probe of 
Fair Trade Bill 


(Continued from Page 1) 
article which carries a well known 
name does not give the retailer 
sumptuary powers, it held. Rather, 
the manufacturer who has attached 
his name to his product should also 
assume the responsibility of deter- 
mining the price which should be 
paid for it by the consumer. Cer- 
tainly he is entitled to that privilege, 
it ruled. 

In addition to the F. T. C. recom- 
mendation against passage, other 
heavy guns were brought into play 
against the measure, it was revealed. 
The Federal Reserve Board recom- 
mended to the President against it, 
as did at least two Cabinet officers, 
Secretaries Wallace of Agriculture, 
and Roper of Commerce, it was said. 

In reporting the bill to the Senate 


last March, the Committee on Judi- 
ciary was specific in urging its 
Passage as a protection to the small 
independent retailer. “It is sufficient 
that loss-leader selling has had a dis- 
astrous effect upon the small inde- 
pendent, thereby tending to create 
monopoly, and that a large number 
of the States have found that its 
evil effects can be mitigated, if not 
eliminated, by legalizing contracts 
stipulating minimum resale prices,” 
said the Committee. “The proposed 
resale contracts legalize a device 
which is intended to increase com- 
petition and prevent monopoly.” 

Thus far, 38 states have passed 
fair trade bills allowing manufac- 
turers of trade-marked products to 
establish minimum prices below 
which retailers may not cut. The 
latest to join the parade are Maine, 
Delaware, Oklahoma and South Car- 
olina. Seven other states are consid- 
ering such measures, which will 
force national advertisers to adopt 
definite price policies. 

Plenty of time remains to pass 
the national bill giving effect to the 


state laws, according to experts. 
Congress is not expected to adjourn 
until June. 

Two courses are now apparently 
open to sponsors of the bill: To ac- 
cept the President’s suggestion that 
the FTC make an investigation, or 
to amend the bill to meet the White 
House objections. There may be some 
merit to the latter, inasmuch as it 
has been pointed out that the fair 
trade legislation in force in the 38 
states, providing for price mainte 
nance, was hastily drawn up, and in 
at least 10 States enacting the meas- 
ure during the past winter, identical 
errors in context appeared. In one 
state, New Jersey, the law was set 
aside for this reason as ambiguous. 


Three to Scribner's 


A. A. Collings, formerly with Cos- 
mopolitan, and Walter Ives, formerly 
with Industrial Management, have 
joined the advertising staff of Scrib- 
ner’s Magazine, and will cover New 
York City accounts. John W. Law- 
son has been appointed New York 


State representative for Scribner’s. 


that his firm as well as others were 
making definite efforts to prevent 
such violations. Investigators regu- 
larly check retailers’ prices and if 
“chiselling” is found, court action is 
taken in order that the majority who 
comply with the law may be pro- 
tected. 
Other Chains Okay Act 


Questioned concerning a similar 
reaction to Fair Trade laws, W. H. 
Sonneman, Chicago advertising man- 
ager for the “Rexall” stores, Liggett 
Drug Co., Inc., New York, said that 
while resultant price advances were 
expected to have some effect on buy- 
er, the company’s view of the Fair 
Trade act was a favorable one. 

BE. C. Fabing, advertising manager, 
Service Drug Stores, also approved 
of the legislation, but added that 
this company had not done much 
newspaper liquor advertising since 
Easter. 


LIQUOR ADVERTISING TO 


RESUME IN PENNSYLVANIA 
New York, April 28.—Leading 
liquor advertisers will resume their 
promotional activities in Pennsyl- 
vania the early part of June, im- 
mediately following the expiration 
of the 4 per cent tax imposed sev- 
eral months ago, a survey of prom- 
inent distillers disclosed this week. 
Practically all the national adver- 
tisers curtailed their campaign as 
soon as the tax became effective. 
Although June schedules are not 
yet completed, Calvert Distillers 
Corporation, Natio nal Distillers 
Products Corporation, Schenley 
Products Co., and Seagram Distil- 
lers Corporation all reported that 
forthcoming lists would undoubtedly 
include Pennsylvania newspapers, to 
coincide with the resumption of 
sales and deliveries in that state fol- 


lowing the May 31 tax expiration 
date, 


Root-Mandabach Moves 


The Root-Mandabach advertising 
agency, Chicago, has taken larger 
space at 646 N. Michigan ave. 


a 


STOCK PHOTOS 


sands of ready-to-use 
trations, on all subjects, 
are available for your inspec- 
- Write, wire or phone... 


KAUFMANN & FABRY GO, 


425 S. Wabash Avenue ® Chicago 
Telephone Harrison 31 35 


These two fine stations still further 
improve the all-over NBC Blue Network 
Service to listeners and advertisers! 


NATIONAL 
BROADCASTING 
COMPANY 


A Radio Corporation of America Service 
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ADVERTISING AGE 


ESSAY CONTEST 
CLASS PROJECT 
IN MANY CASES 


Chicago, April 29.—With the clos- 
ing date for entries in the ADVERTIS- 
ING AGE essay contest only two days 
away, mail this week has been ex- 
ceptionally heavy, and an impressive 
number of essays are being received 
in groups, from schools and colleges 
where work on the essay has been 
assigned as a class project. 

High schools in particular are 
being represented by quantities of 
entries, among those received this 
week being 33 from Allentown High 
School, Allentown, Pa.; 18 from Lake 
View High School, Chicago; 32 from 
Marquette University High School, 
Milwaukee; 17 from St. Augustine 
High School, Austin, Minn.; 23 from 
Mary E. Wells High School, South- 
bridge, Mass.; 18 from John Adams 
High School, Ozone Park, L. I.; and 
others from schools in widely scat- 
tered areas. 

Few college entries are arriving in 
groups, but the distribution of those 


TIRELESS DRIVER FEATURES DISPLAY 


C ulaaiee 


fe 
bide 


A wax model driver sits in this real Hudson, mounted to permit the wheels to 
revolve. The board, erected in Oklahoma City, by General Outdoor Advertising 


Co., is in action 18 hours a day. 


which are arriving individually 
points to the fact that work on the 
essay was a class project in many 
college classes. 

Thus far entries are running about 
two to one high school as against 
college, but this proportion may be 
changed radically before final re- 
turns are in. Last year high school 
essays accounted for about 55 per 
cent of the total, and college for 
45 per cent. 

Final tabulation of the entries will 
be delayed for several days beyond 
the closing date because of a number 
of local tie-up contests, in which 
local winners are being selected prior 


to sending entries on for judging in 


the national competition. 

In several instances where essays 
have been written as class projects, 
only a handful of the best, in the 
opinion of the teacher, are being sent 
on. One such case, in which ADVER- 
TISING AGE was informed 65 essays 
were written by students in two col- 
lege classes in California, resulted in 
the submission of only three essays. 

A total of $1,000 in prizes, plu= 
trips to New York for first place win- 
ners in both the high school and 
college divisions, will be awarded 
to winners in the contest by ADVER- 
Tisinc AcE. Judging of the essays 
will be begun as soon after the clos- 
ing date as possible. 


TTT 


a+B 
Odie 


433,584 
SALES LEADS 


Times readers do write. To the Women’s 
Service Bureau in "36, they sent 433,584 
requests for information ranging all the 
way from child care, charm and dress pat- 
terns to artistic homes, menus and recipes. 
In other words, 433,584 leads to sales. 
Further facts available to advertisers. 


THAT NEVER END 


Line ’em up in a double row. Space ’em 
50 feet apart. The new homes built in Los 
Angeles County last year add 43 miles to 
the never-ending streets that represent the 
fastest growing market in America. Want 
the facts about selling your product here? 
Ask The Times merchandising department. 


iw unusuAL LOS ANGELES 


THE 


San Francisco. 


LOS ANGELES TIMES 


LARGEST MORNING CIRCULATION 


IN THE WEST 


MOUAAUAAUENUNAUNAUEOUEGUAUEGG inedueUeGUeGEGUCGUOUONUGOUEOOOGNOUEGOOUUAUOUEGOOUAUEONEGEOUEOEOOOUEGEOUOUOUULALOGUEQEOUEGUAEUOOEOGEOOONONEOUOUGUENEONE 


yas yy ayes 


HOW TO 
SELL SHOES 


A paradox? Checked by a retailer of me- 
dium and high priced shoes, 66.34% of his 
customers said they read The Times. A 
house selling low priced shoes found that 
3 times as many customers got The Times 
as the next most generally read paper. 
Idea: whatever the price-range of the shoes 
you sell, advertising in The Times will hit 
your prospects. 


measures advertising costs here in an ut- 
terly new way. A Purline is the cost per 
line per billion dollars of purchasing power 
reached. For The Times, it is only 47c-— 
for other newspapers, from $1.00 to $1.16. 
Thus, in Los Angeles, The Times doubles 
the sales expectancy of advertising: dol- 
lars. For further Purline data, or informa- 
tion on local selling problems, write The 
Times, Los Angeles, or Williams, Lawrence 
and Cresmer, New York, Chicago, Detroit, 


“PURLINE” 


AUDUAGEDAUOAUOUAUOUOANOOOAUOOOOUOAUOOSOOUOEOOUOROOAOEAEOAUAEOEUOUQEONOCOUCUCUOCOUOUOOCUOUOUOUOONOUEOCOLONOEOOEOEOOUOEOOEOOOOEOOOOOEOOUOUOAEOCUOEOUOOCOEOOUOUOOUOCOEOCOOUOCOOOCOUCOOOCOUOUOOCOEOEOEOAOOEOOROOOEOOUEOLOER 


TUELELEAE EOE 


The rates for this department ar 


“Help Wanted,” 


cash with order. 


per in., $4.75; 4 to 6 in., per in., 
per in., $4.00; 13 to 15 in., per in., $3. 

Write for descriptive folder of 
insertions. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge 


er. 
1 other classifications (singte speytion rates): % in., $2.75; 


e as follows: 

“Representatives Wanted,” 
$1, Terme 
: 1 to3 in, 
; 7 to 9 in., per in., $4.25; 10 to 12 in” 


5. 
specimen ads and discounts on term 


POSITIONS WANTED 


—— 
REPRESENTATIVES AVAILABLE 


John Doe—copy writer and assistant 
to account executive in large agency 
—is slated for transfer to branch 
office. Prefers for family reasons to 
remain with mid-west agency or 
manufacturer however. 

Age—30. Education—mill hand, mill 
foreman, college and prof. sch. grad., 
European and American traveler. 
Agency experience—5 years on “firing 
line” of traffic, mech. prod., radio 
prod., space buying, market research, 
copy writing and client contacting. 
John Doe is an investment worth 
looking into by acct. execs. or manu- 
facturers with service headaches. 
Box 1108, ADVERTISING AGE, Chgo. 


SELLS SPACE 
I am a good space salesman, and ad- 
vertising manager, looking for a per- 
manent connection, preferably in the 
East. Record includes 10 years of 
class, trade and agency experience, 
age 36. Have HAD (past tense) a repu- 
tation of imbibing which was only 
partially justified, but I’m tops in 
running a publication or selling space. 
Not interested in less than $100 a 


week. 
Box 1106, ADVERTISING AGE, N. Y. 


Publishing Consultant 


Doctor for sick, ailing and money- 
losing publications. Careful analysis 
of advertising, editorial and circula- 
tion troubles. Can act either as con- 
sultant or step in and run things. 
Write for New York appointment. 

Box 1107, ADVERTISING AGE, N. Y. 


To find the right employe to fill that 

ob, your requirements in a 
‘Help Wanted” ad in these columns. 
The 30c per line rate is extremely low 
and the results excellent. Write to 
The Advertising Market Place, AD- 
VERTISING AGE, 100 EB. Ohio S8t., 
Chicago. 


HELP WANTED 


SPACE SALESMEN WANTED. Young, 
experienced space salesmen not afraid 
of work for Great Lakes section and 
the East. Must be willing to thor- 
oughly canvass several hundred pros- 
ects and accounts. National Business 
aper. Greatest circulation, weekly, 
rate above $200. Basis of compensa- 
tion depends upon man, territory and 
whether part or full time. Give all 
details you believe would interest 
ublisher. Photos and references will 
e returned. 
Box 1109, ADVERTISING AGE, Chgo. 


Agency salesman wanted by artist 
handling high class adv. art studio on 
Michigan Ave. State age and exp. 

Box 1105, ADVERTISING AGE, Chgo. 


COPYWRITERS, Layout men, Mer- 
chandising men, Sales executives, and 
many other advertising and selling 
positions now open. Consult employ- 
ment columns of the New ork 
Herald Tribune, mornings and Sun- 
days. Write for free booklet “Classes 
of Employment,” handled by the bet- 
ter New York employment agencies. 
Address New York Herald Tribune, 

Dept. 255, 230 West 41st St., 

, New York City. 


COPYWRITER: Experienced particu- 
larly in drug products, toilet goods, 
mail order, etc. Young man preferred. 
Apply by letter only, stating full de- 
tails, salary desired, enclosing sam- 
ples of work, etc. A real opportun- 
ity. ITED ADVERTISING CO’S., 
205 N. Michigan Ave., Chicago, Ill. 


To find the job you want, tell the 
15,000 regular readers of this paper 
about your qualifications through a 
“Positions Wanted” ad. in these col- 
umns. The rate (only 30c per line) 
is exceptionally low for contacting a 
large group of advertising executive 
readers. Write to The Advertising 
Market Place, ADVERTISING AGE, 
100 B. Ohio St., Chicago. 


Publishers representative, of experi. 
ence and wide acquaintance ig ayajj 
able in Chicago territory for one aj 
ditional class or trade paper. Addr, 
Box 1101, ADVERTISING AGE, chr 


PUBLISHERS: Locate the represeay, 
tive you want to handle your pune 
tion in various sections, through 

classified ad in this column. Sper 


low rates apply to “Repre 
Wanted” ads. Oreetaae 


REPRESENTATIVES WANTED 
— 11 ii 


WANTED: Eastern advertis repre. 
sentative for aew high-class monty 
magazine, serving nat 

markets. one! Seas 
Box 1097, ADVERTISING AGE, Nn, Y 


REPRESENTATIVES—Find 

ditional publication you would’ ie 
to have, by running a small ad jp 
this column. Special rates apply ty 
“Representatives Available” ads 


ADVERTISING KEY CASES 


Embossed with product, trade 

etc. Twenty styles. Inexpensive we 
ful. Illustrated price list sent upon 
request. 


Weinman Bros., F: . a 
Shi ee Mdse. Mart, 


HOUSE ORGANS 


EDITORS OF HOUSE PUBLICATI 
You'll find our loose leaf bulletin oo 
ice a decided aid in your work. Write 
for details. Business Journalist, 500 
Sherman St., Chicago, Il. 


PHOTO REPRODUCTIONS 


YOUR PHOTOS reproduced by the 
Multiprint Quality Process, as low as 
lc each. Write for samples; prices, 
MULTIPRINT COMPANY, 668 Lake 
Shore Drive, Chicago, Illinois. 


MISCELLANEOUS 


PURCHASING AGENTS APPROVE 
this newest process as being Fast, Ac- 
curate and Economical. 

Perfect for reproducing all sorts of 
pictorial advertising literature, sales 
manuals, dealer helps, testimonials, 
price lists, etc., etc. Any size can be 
supplied. 

No costly typesetting and cuts 
necessary!! 

300 copies (8%x11”) $2.50 
Additional hundred copies 25c 
Even lower price in quantity 

Free samples on request 


LAUREL PROCESS, 480 Canal St., N.¥. 


PHOTO POST CARDS 
The kind that build good-will and 
bring you business. Don’t fail to in- 
vestigate this new form of Successful 
Selling announcement and follow-up. 
Write for Samples and Prices. 

Graphic Arts Photo Service 
3rd & Market Sts., Hamilton, 0. 


—_ 


The Advertising Market 
Place is the only classified 
advertising department of 
an advertising journal of 
large circulation which 
built to develop complete 
service for the reader and 
maximum results for the 
advertiser. 

Write for folder of speci- 
men ads and special dis- 
counts for repeat insertions. 


The Advertising Market Place 


Advertising Age 
100 E. Ohio St. 330 W. 42nd St 
Chicago New York 


New York State 
System’s First 
Birthday Feted 


New York, April 28.—Seven cities 
tonight took part in a one-hour pro- 
gram commemorating the first birth- 
day of the New York State Broad- 
casting System, and heading up at 
WINS, New York. 

Governor Lehman spoke from the 
Executive Mansion at Albany, on the 
8 to 9:00 p. m. broadcast. 

The mayors of Albany, Troy and 
Buffalo expressed the good wishes of 


their respective cities. 


_ 
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ADVERTISING AGE 


HISINESS MUST 
RENDER ACCOUNT 
f STEWARDSHIP 


(Continued from Page 1) 
; Co, Inc. Wilmington, Del., with 
yr, Thomas presiding. 

speaking on “Public Relations,” 
yr, Batten said that millions of dol- 
jars have been expended in vain for 
public relations because “there does 
not seem to be the slightest under- 
ganding of the real nature of the 

m.” 

-* many manufacturers,” he 
gid, “think of public relations as a 
temporary dose of medicine rather 
than as @ fundamental system of 
jsiness hygiene. Instead of watch- 
ing their diet and exercising to keep 
yell, they neglect their corporate 
yealth and then scream for the pub- 
ij¢ relations herb doctor around the 
omer. Others use it as a means of 
giving public expression and visibil- 
ity to their own personalities. Con- 
giously or unconsciously, they fall 
victim to the temptations of certain 
smooth individuals who know very 
yell which side their bread is but- 
tered on, Still others, like the hab- 
itual wife-beater who puts five dol- 
ars in the plate every Sunday morn- 
ing, employ public relations as a 
species of conscience-fund. 

“None of these measures does any 
real good because none of them is 
public relations at all. For public 
relations is a long-term thing and a 
constructive thing. It is a builder, 
not merely a mender. And it in- 
volves not only the public portrayal 
and representation of a business, but 
the actual moulding and shaping of 
the business itself. 

“Any public relatiens worthy of 
the name must start with the busi- 
ness itself. Unless the business is 
organized and so administered 
that it can meet at every point the 
test of good citizenship and of useful- 
ness to the community, no amount of 
public relations will avail.” 

To build a sound program of pub- 
lie relations it is essential, Mr. Bat- 
ten said, that wages in general be 
kept up, that prices in general be 
kept down, that relations with em- 
ployes be conducted in a spirit of 
ust and friendship. With such a 
foundation, the ideal course, he said, 
would be for the head of the busi- 
tess in person to tell the story of 
the business to each individual mem- 
ver of the public, but, since this is 
lot possible, he must resort to a 
substitute, 

“If you wanted to renew an old 
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friendship and to regain an old con- 
fidence which you felt you had lost 
—and if it were impossible for you 
to go see the person or talk to him 
on the telephone—you would write 
him a letter,” the speaker continued. 
“You would write him the very best 
letter you knew how to write, telling 
him all about yourself and your fam- 
ily and your home, your business 
problems, your past experiences, your 
plans and hopes for the future. 

“That, in effect, is what American 
industry ought to do. In other words, 
if I had something vitally important 
to tell the public, I should not rely 
wholly on the editorial columns of 
the newspapers and magazines to tell 
it. I should turn to the advertising 
columns, and there I should tell my 
story—when I wanted it, where I 
wanted it, the way I wanted it, with- 
out a line of it left out, or a word 
changed.” 

Mr. Batten cited the Ford Motor 
Company and the American Tele- 
phone and Telegraph Company as 


outstanding examples of practition- 
ers of enlightened public relations. 
“If, like the telephone company,” 
he told the national advertisers, “you 
had told the people of the United 
States all about your company—your 
basic policies, your stock structure, 
your operating methods, your em- 
ploye relationships, your services to 
the community—if, like the tele 
phone company, you had done this 
from the beginning, year after year, 
so that each up-coming generation 
would learn about it in turn—then 
you would not today be in the posi- 
tion of having to approach the pub- 
lic as a comparative stranger and to 
sue for its favor and confidence.” 


KEHE Opens Studios 


The new executive offices and 
broadcasting studios of Station 
KEHE and the California Radio Sys- 
tem formally opened its doors during 
a four-day ceremony April 26-29. The 
broadcasting plant is located at 141 
N. Vermont ave., Los Angeles. 


Willys Opens 
Surprise Party 
on MBS May 2 


New York, April 29.—The Willys- 
Overland Motor Co., Toledo, O., 
through the United States Advertis- 
ing Corporation, Toledo, will spon- 
sor “Surprise Party,” starting May 
2, over 25 stations of the Mutual 
Broadcasting System. The program 
will be heard each Sunday at 10- 
10:30 p. m., EDST, and will feature 
Kay Kyser and his orchestra and a 
variety program. 


New Bayer Star 


Jean Dickenson, American colora- 
tura, will become prima donna of 
Bayer Aspirin’s American Album of 
Familiar Music on NBC Sunday, 
May 2. The broadcasts are heard 
over the Red network at 9:30 p. m., 


EST. The agency is Blackett-Sam- 
ple-Hummert, Inc. 

Rabin Co., maker of cosmetics, 
Los Angeles, will start “Just Be- 
tween Us” on the Mutual network 
May 2, through Hays MacFarland & 
Co. Two stations will carry the pro- 
gram at 11:15-11:30 and two others 
at 12:15-12:30, featuring Pat Barnes. 


Borden Sponsors News 


The Colgate-Palmolive-Peet Co., 
Jersey City, will renew for Super- 
suds its transcribed dance music 
program on WOR, effective May 3, 
heard Monday through Friday at 5 
p. m., BST. Benton & Bowles, Inc., 
New York, is the agency. 

Borden Sales Co., for Chateau 
cheese, on May 4 will launch a 
half-hour news program over the 
Yankee network, to be heard Tues- 
days thereafter at 7:30-8 p. m., EST. 
The program will be known as the 
“New England March of Time.” 
Young & Rubicam, Inc., New York, 


is the agency. 
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Lineage Gains 
Continue for 
Index Cities 


Chicago, April 30.—Retail display 
advertising for this year through 


CN Ee ee +16.6 
AIT) i cathe abs ise es ane + 8.3 
PE Scan ccc ies 56K s eee em +11.5 
te cc pivanetenten sean ede +12.0 
eo. sok nd eh kkeaeenscoe +12.9 
i 2d vs ahisken awe eot eee + 7.9 
SS ES Ae eer 7.3 
CE toi we cea on Ree Oo eae + 0.9 
IE Aa eres +11.5 
Re ks e ae ChO NERA SO Ko eR ON + 8.2 


If the above table were rearranged 
with the greatest gain at the top and 


Markets 


Index of Retail Activity in 77 Importay 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1937, by Advertising Publications, Inc.) 


May 3, 


on 
00 
1S 


April 24 is 6.7 per cent ahead of the|the greatest loss at the botttom, the tin Hees ee 
corresponding period of last year,| week of April 24 would appear ex- . - Gain % Gain 
17-Week 17-Week 17-Week or Loss or Loss 
according to the ADVERTISING AGE/actly in the center of the list, with 8 Period Period Period 1937 1937 Week Week — % Gy (Ce 
Index of Retail Activity. weeks ahead of it and 8 weeks be- Ended Ended Ended over over Ended Ended = 
This Index measures retail display low it. City Apr. 27, 1935 Apr. 25,1936 Apr. 24,1937 1935 1936 Apr. 25, a Ave. =. 1981 ie who have 
i Meee, Gh cs-scccrscee 7,899,074 7,816,707 5,371,967 +9.7 +115 310,534 294,838 harm, ¢ 
_pr a by Bg State corsets Eig rag cog oneal, ag“ ageeaaaanes 1,986,383 2,032,905 2,234,883  +12.5 +9.9 152,922 142,087 is 
n 77 major cities and shows a total |tabulations for each of the mMpor-| atlanta, Ga. .......... 4,426,665 4,752,510 4,944,538 +11.7 +4.0 297,276 354,102 49) agen? 
of 322,251,856 lines carried during|tant cities included in this Index. | Baltimore, Md. ........ 6,615,119 6,741,513 7,281,146 +10.1 +8.0 440,051 473,941 45, Pond’s 
the period reported, against 302,084,- pA ta OI Birmingham, Ala. ..... 3,217,410 3,566,318 4,047,876 425.8 +13.5 239,218 270,788 433, featuring 
374 lines carried in the comparable “ ° 9 Boston, Mass. ......... 6,715,353 6,348,574 6,603,249 —1.7 +4.0 410,521 406,874. <> esses. 
. Apeler to Inquirer’ Bridgeport, Conn. ..... 2,653,876 2,577,016 2,764,225 +42 +7.3 191,156 213,136 4a due net 
period of last year, a gain of 20,167,- - 14.7 381.024 425 Lif and othe 
Harry Apeler, who recently re-| Buffalo, N. Y.......... 5,197,024 4,951,500 5,680,392 +9.3 +14. ‘ 054 dar ‘ 
482 lines. signed as advertising manager of |C@mden, N. J.......... 1,233,166 1,235,752 1,276,502 +3.5 +3.3 74,037 81,419 y§ “are gual 
During the seven-day period ended Cedar Rapids, Ia....... 1,449,364 1,522,052 1,625,176 +12.1 +6.8 102,676 112,448 49:0 pond’s W 
Elks Magazine, and who for a num- ee 
April 24, newspapers in the measured | },¢, of years was with the New York |Chattanooga, Tenn. .... 2,338,053 2,144,727 2,019,568 —13.6 —5.8 139,557 118,966 <j The dut 
cities carried 21,978,864 lines of re-| Herata’Pribune and the. New York Chea, J... RR a ee 
tail display against 20,318,440 lines in| Times, has joined the Philadelphia) Cjeveland, 0. ...._/... 5,949°287 6,105,063 6,777,875 +13.9 +411.0 317,124 476,164 5! nandled, 
the corresponding week of 1936, a|Inquirer as manager of advertising| Columbus, O. .......... 0 .2ssecee te eeeeee tee eeee ones vane 301,666 299,850 4B cecil, Wa 
gain of 1,660,424 lines or 8.2 per|for the Sunday magazine, a new|pajias, Tex. .......... 6,120,788 6,609,381 6,917,910 +13.0 +4.7 401,981 461,464 Tig B mizabeth 
cent. name for which will be announced] payton, 0. ............ 4,911,680 4,242,560 4,940,748 +0.6 +16.5 260,806 340,606 449, teaturi 
The table appearing below shows shortly. His headquarters will be in| Denver, Colo. .......... 3,186,755 3,227,613 3,274,980 +2.8 +1.5 198,015 187,670 5,8 38 ea 
the Inquirer's New York office. Des Moines, Ia........ 2,133,360 2,017,034 2,044,212 —4.2 +1.3 126,294 127,952 41,8 nection W 
gain or loss (in per cent) for each Detroit, Mich. ......... 6,967,323 6,845,202 7,217,784 +3.6 +5.4 476,402 519,389 49) ing that | 
of the 17 weekly periods reported so a og 99  : epee 2,232,454 2,201,878 2,748,068 +23.1 +424.8 156,086 199,332 “fi HH share cos 
far this year. To “Outdoor Life’ Evansville, Ind. ....... 3,755,738 4,089,470 3,789,534 +09 —7.3 269,962 275,310 +1 8 pitity of : 
eo — 58] Alvin E, Hewitt has joined Outdoor | Fall River, Mass......- bythe Seah aes 2'310,086 t33 ra 00 169443 oisei2 tA Phileo’s 
REE ok, Soe Tte estes seresers + $$ | Life, New York, published by Popular | rort’Wayne, ind....... 3,309,698 3,591,944 3,795,414 $14.7 $5.7 236,845 239,064 “sia ness is b 
January 23 ................1, # 4/g| Science Publishing Co. Mr. Hewitt| Garymna...........- 1,605,972 1,810,039 2,313,116 $440 F278 157,054 200,765 27 W dium of 
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ADVERTISING AGE 
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pORONATION IS 
INDESTONE. FOR 
1S, ADVERTISERS 


(Continued from Page 1) 


who have depended on Yardley for 
charm, advertising asserts. The 
agency is N. W. Ayer & Son, Inc. 
pond’s Extract Co., New York, is 
featuring currently a number of 
duchesses, countesses, viscountesses 
and other ladies of the court who 
“gre guarding their lovliness” with 
pond’s while awaiting the day. 

The duty being performed for Pond 
py J. Walter Thompson Co. is being 
handled, with some variations, by 
cecil, Warwick & Cecil in behalf of 
Elizabeth Arden, New York. Arden 
js featuring “royal make-up” in con- 
nection with the coronation, intimat- 
ing that all feminine Americans can 
share cosmetics good enough for no- 
bility of any land. 

Philco’s bid for coronation busi- 
ness is being made through the me- 
dium of the Philco Coronation Spe- 
cial, Model 610J. While this receiver 
has been designed with special atten- 
tion to eye appeal, of primary inter- 
est to American radio fans is its abil- 
ity to pull in the short-wave broad- 
casts to be made from England dur- 
ing the epochal events. 

The desire of millions to drink 
deeply, if vicariously, of the ceremo- 
nies attending the crowning of a new 
king, also inspired production of the 
Coronation Acousticon, announced in 
detail by Dictograph Products Com- 
pany in the recent coronation issue 
of the New York Sun. Chase Na- 


Multigraphing = Mimeographing 
Addressing and All Mailing Service 


THE LETTER SHOP, INC. 


440 S. Dearborn St., Chicago 
Telephone Wabash 8655-8656 


presentation of shoe royalty for the 
modern American woman,” is being 
featured in Harper’s Bazaar, Vogue, 
New York newspapers and college 
publications. Moss Associates, Inc., 
New York, conceived the plan. 

Joining the ranks of publishers 
who provided an outlet for corona- 
tion enthusiasm of advertisers, Chris- 
tian Science Monitor issued a well- 
patronized special issue April 22. 

Standard Brands, Inc., has taken 
cognizance of intense public interest 
in the coronation by shifting the 


Philco Radio & Television Corporation, 
Philadelphia, joins the coronation parade 
with this dealer co-operative newspaper 
copy for a special coronation model. 
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tional Bank took full pages to strike 
a historical keynote, tracing events 
of the “greatest of centuries” from 
June 28, 1838, the date of Victoria’s 
accession, to the forthcoming pag- 
eant. At the same time, it an- 
nounced opening of a new London 
branch in Berkeley Square and the 
removal of the main London office 
May 3. Doremus & Co., New York, 
placed the campaign. 

National City Bank took advantage 
of the keen interest in British affairs 
by stressing the completeness of its 
service, Batten, Barton, Durstine & 
Osborn being the agency in charge. 


Cammeyer Shoes Tie-up 


Among steamship lines which are 
using the theme to advantage are 
Canadian Pacific, through Kenyon & 
Eckhardt; Hamburg-American-North 
German Lloyd, through Albert 
Frank-Guenther Law; United States 
Lines, through Lord & Thomas; and 
Cunard-White Star, through L. D. 
Wertheimer Co. and Frank Pres- 
brey Co. 

One of New York’s most spectacu- 
lar coronation tie-ups was revealed 
today by Marcus & Co., Fifth Avenue 
jewelers, who dedicated a window ex- 
clusively to the display of precious 
jewels in terms of the coming event. 

Cammeyer Shoes are exploiting the 
coronation issue aggressively. The 
Cammeyer Coronation Cavalcade, “a 


for many new products. 


TRAVEL Magazine readers. 


field. 


helpful to you. 


TRAILERING 
The New Mode of Travel 


This new mode of travel—the modern way to spend a 
vacation or take an extended trip has opened the door to a 
tremendous new market with unlimited sales opportunity 


In 1935, representing about five years’ production, there 
were 100,000 trailers and 250,000 trailerites in the United 
States; in 1936, 250,000 trailers and 750,000 trailerites. The 
1937 totals, based on conservative estimates of both present 
and potential sources and rates of production, promise to 
increase this figure to better than 400,000 trailers and about 
a million and a quarter trailerites. 


All kinds of gadgets and accessories which increase living 
comforts and conveniences in a trailer—fans, electric refrig- 
eration, air-conditioning systems, heating equipment, com- 
Pact cooking kits, electric power systems, storage batteries, 
tires, auto accessories, radios, and countless other items find 
an exceptionally responsive market among TRAILER 


especially soups, vegetables, fruits, milk and meats—all are 
offered many undeveloped sales possibilities in the trailer 


Perhaps you, too, have a product which would sell to this 
hewest of new markets—the most rapidly growing industry 
of modern times. Write us today for details and market 
data or any other trailering information which will be 


EXECUTIVE OFFICES 
35 E. WACKER DRIVE, CHICAGO 


ADVERTISING REPRESENTATIVES: 


Ra Eastern— Middle Western— Pacific Coast— 
gs Maxwell & Co. Rawlins & Hunt J. Howard Tinkham 
" Lexington Ave. 388 No. Michigan Ave. 1406 So. Grand Ave. 

ew York, N. Y, Chicago, Ill. Los Angeles, Calif. 


Original and Foremost Magazine Devoted to Trailer Interests 


Canned foods of all kinds— 
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In large newspaper display space, Pond's 

Extract Co. is tying this testimonial copy, 

featuring “high born beauties,” with the 
British Coronation fete. 


Royal Gelatin programs of May 6 and 
13 to London. Since British restric- 
tions on employment of American 
talent have not been relaxed during 
the festivities, Standard Brands will 
necessarily employ an_ all-British 
cast. J. Walter Thompson Company 
handles the account. 

Owens-Illinois Glass Company, To- 
ledo, will send some fortunate Amer- 
ican to London for the coronation 
ceremonies, the trip being the capi- 
tal prize in a contest conducted by 
radio through United States Adver- 
tising Corporation. 


Broadcasts Are Early 


Both National Broadcasting Co. 
and Columbia Broadcasting System 
will provide coronation news for 
American listeners bright and early 
on the morning of May 12. Collabo- 
rating with British Broadcasting 
Corporation, the two networks will 
take the air at 5 o’clock or so, EDST. 

Buckingham Corporation, New 
York, American sales agent for 
Berry & Co., London, this week an- 
nounced in large space advertise- 
ments in New York newspapers, ar- 
rival of a special coronation ship- 
ment of Cutty Sark Scots Whisky. 
Each bottle bears an enamel and gold 
coronation crown. Albert Frank- 
Guenther Law, Inc., New York, is the 
agency handling the campaign. 

Essex House, New York hotel, this 
week also began distribution of em- 
bossed invitations to visit the hos- 
telry’s new “Coronation Suites,” de- 
signed nd furnished by W. & J. 
Sloane, New York. Wm. H. Rankin 
Co., New York, is the agency. 


CANADIAN ADVERTISING 
UNDER CLOSE SCRUTINY 


Ottawa, Canada, April 29.—While 
Canadian advertisers are taking ad- 
vantage of the tremendous public in- 
terest in the coronation, they have 
found it necessary to restrain their 
enthusiasm, both in order to keep 
within the bounds of good taste, as 
seen by Canadians, and to avoid ac- 
tual fracturing of the legal code. 

Like the United States, Canada has 
an elaborate array of laws which pre- 
vent advertisers from using the na- 
tional emblem or the likeness of the 
ruler in advertising. The latter re- 
striction has been tempered by the 
authorities, who announced that on 
special occasions, such as the jubilee 
of His Late Majesty, King George V, 
in 1935, “exception was not taken to 
use of His Majesty’s portrait provid- 
ing that it was not used in connec- 
tion with direct advertising and was 
of a suitable and dignified charac- 
ter.’ The same rule will apply in 


connection with the coronation. 


Troy Poster Ban 
Is Overruled by 
N.Y. High Court 


Albany, April 29.—General prohi- 
bition of posters within city limits 
is unconstitutional, the New York 
State Court of Appeals ruled today 
in an action brought by Mid-State 
Advertising Corporation against 
Superintendent of Buildings John 
Bond, of Troy. 

In voiding an ordinance which de- 
clared it “unlawful to construct or 
erect any billboard within the limits 
of the city of Troy, except upon 
property owned or leased by the 
occupants thereof, and for the sole 
purpose of advertising the sale of 
such real property or of merchandise 
kept for sale upon such premises,” 
the majority of the state’s highest 
court held that this was not an at- 
tempt by zoning to exclude posters 
or other advertising signs from 
localities where such devices might 
mar the beauty of natural scenery or 
distract travelers on congested 
streets. y 
“Even though we were to assume 
that outdoor advertising on private 
property within public view may 
without compensation be restricted 


by law for cultural or aesthetic rea- 
sons alone,” the opinion stated, the 
Troy ordinance, including all lands 
in the city, without definition of the 
structures prescribed or other stand- 
ards of regulation “can not be stis- 
tained consistently with fundamental 
constitutional principles.” 

The ruling, to which Justice Hd- 
ward R. Finch took sharp dissent in 
an opinion expressing his belief cities 
should be permitted to enact ordi- 
nances, which make their business dis- 
tricts more beautiful, means that 
Superintendent Bond must issue a 
permit to Mid-State to erect a poster 
on vacant property in River Street, 
Troy. 


Cusick in New Post 
Robert L. Cusick, formerly vice- 
president, P. K. Frowert Co., New 
York advertising agency, has joined 
Ketchum, McLeod and Grove, Inc., 
Pittsburgh agency, as account execu- 
tive. 


Singer Appoints Y&R 

The Singer Sewing Machine Co., 
New York, has appointed Young & 
Rubicam, Inc., of that city as adver- 
tising agency. 


Lincoln Co. Moves 
Lincoln Letter Co., Chicago direct 
mail specialists, has moved to larger 
quarters at 208 W. Monroe st. 


gram that is tested and proved and 


ADVENTURES OF TOM SAWYER 


that should interest any advertiser 
a prod 


g Tom back again. 
So he’s back on all ten stations of 


THE DON LEE SYSTEM 
California Golden Group 


SPORTS SLANTS 


week devoted to comment on all spo 


day an 
same days. 


WIRE 
Indianapolis, Indiana 


MORNING HOSTESS 


program on San Francisco’s 
station. 


EFRC 
San Francisco, Calif. 


MAN ON THE STREET 


vides one of those human interest 
who buy a lot of baked 


on every day if you'll say the word. 
WwooD 
Grand Rapids, Michigan 


The idea is that radio is easy 
you stick to ‘““audience tested’ 


CHICAGO NEW YORE 
Tribune Tower Chanin Building 


RADIO 
NEWS 


CASH REGISTER MUSIC 
ringing cash registers than in being ne Re gry a od 22 To 4 
One gsion manager sci: “Sure, 1 know that radio qdvernng will ell xt mar 
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Hicks is your SPORTS SLANTS for corned 
ve and he’s Yo in Indianapolis. | bacon, vente steed biscuits — or what 
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These ave, ont m tow of the many wollen a 
ations wai es messa 
Shavowas on KDB. Santa Darbere. California, but that’s enough to 


to buy and is the safest investment in advertising if 
programs with proved ‘‘salesability.’ 


one pro- 
es. 


Here are some excellent examples of what we mean by “audience tested” programs. 


DAY IN REVIEW 


t 1 Tom and Huck are All the news of the day, week-day 
po nds bag a Hy war me the hearts of the at 5:30 to 5:45 and it hasn't missed in 
boys and girls of California in a vey four years. Everybody is interested in 


news. News is drama, tragedy, ro- 


uct to children. Did we mance, education. News is world con- 

Say children? We took it off the air just temporary history. News is floods and 
to see if anybody would really care and fires and births and weddings and foot- 
a lot of kids from seven to eighty-seven ball games. News is politics and base- 
cared so much that they wrote and ball and that new product you plan to 
honed and otherwise ted on hav- launch and you don't have to be a 


showman to get that idea. It has an 

outstanding sales record in the territory 

covered by the eight stations of 

THE MICHIGAN RADIO NETWORK 
Most of the Best of Michigan 


SPORTS SLANTS is not only its name RISE AND SHINE starts the folks of 
llent descri of this pro- Southern ornia on each sunny 
i “Tecive. ten- ute periods a ful day wi two hours of light music— 
news 


es—correct time—weather re- 


rts, 
but principally baseball. 5:50 to 6:00 ports—etcetera. It’s all as much a part 
. m. k—Monday through f Los Angeles breakfasts as toast and 
| nd =< nd 11:05 to 11:15 > 2. on the collee-amn “The Old Timekeeper”’ serves 


it up the yey Gey ie a wae as 


KH] 
Los Angeles, California 


SYCAMORE STREET 


Emily Barton knows women and talks to A uarter-hour dramatic serial that ap- 


th about things in which they are ; 3 
socliy imorested. 9 On this one we would ft 9:15 Fd al on a cheatin 
like to refer you to an advertiser who tiday. to Se y. 
quit = 5 et om oe a ire Pri bee Bod go, and easy 
and has just come fs 

leading KGB 


t folks in sunny San Diego 
© the fo tany, 5 


_ San Diego, California 


DALE WIMBROW PRESENTS 


Here's a smooth running show that is 
er as well as an eye 


an ear opener 
A street reporter with a microphone pro- at 8;00 to 8:45 a. m. Monday through 


ay. Mountain Pete and his boys 


Sat ’ e 

ams that peals to ordin olks inging Redheads, Eve Gladstone, 
wh lot “beans,” boots, = ae piano and Detroit's best known 
shoes, automobiles and toothpaste. It is organist, Margaret Werner, and of course 


. m. ays 
Fridays and Saturd: or we will put it of ceremonies—old Dale Wimbrow him- 


nF or example, thaign Sidewalk 
you the 


WILLIAM G. RAMBEAU COMPANY 


DETROIT SAN FRANCISCO 
Motors Building 
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iy Las Dg ty ty H iy OM iE MALE Ze y 


Sellin Gasoline 
largest elling G ! 


a samethinn. 
= to think about / 


AG-CUP-BAC 


@ Advertisers, Lithographers, and 
Agencies, everywhere, have had the 
opportunity to prove the quality of 


Vac-Cup-Bac poster paper. 


Pressmen tell us that Vac-Cup-Bac’ 
| handles well on the press. The very 
; satisfactory color ry snag and the uni- 
; form whiteness of this paper enhance 

; the faithful reproduction of painstak- 

“4 e ing art and copy. 
| a point to the uninterrupted 
ectiveness during the entire posting ‘VAC-CUP-BAC’ 


period, due to the exclusive posting . : 
suincigle of Vac-Cup-Bac. S etvice Guatant ee: 


This positive and unan- @ The diamond-shaped Vac- 
imous endorsement has Cup, wr exclusive prin- 
| ciple in poster paper, gives 
made Vac-Cup-Bac the Vy AC. CUP. B AC” gr eater 
outstanding, most wide- sticking qualities and smooth- 
ly used poster paper in 4 or Suen during the en- 
‘America. ife of a poster. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


4 PUBLISHERS HEAR G-MAN HOOVER, IMRIE AT ANNUAL BUREAU BANQUET COPY MODEL 


Toni Jolien, new photographic model who 

is being introduced to advertisers 

through G-P Service, Mount Morris, Ill., 

» finds that its no snap snapping into a 

One of the American Newspaper Publishers Association golden anniversary convention highlights was this 16th annual dinner of the Bureau of Advertising. costume for an advertising copy scene 
Howard Imrie, of the Columbus Dispatch, and J. Edgar Hoover, chief G-man, were speakers at the function. ) but she manages a calm expression. 


PUBLISHERS MULL OVER COSTS AND OTHER PROBLEMS AT ANPA GOLDEN ANNIVERSARY CONCLAVE / ' | 


Seorge B. Longan, (top row, left) Kansas City Star publisher, enjoys a moment at the American Newspaper Publishers Association convention in New York with F. C. Larson, general manager, World, Tulsa, Okla.; 
an off-record chat takes place between Prof. Harold L. Cross, Columbia University, and Senator Bennett Champ Clark, principal speaker at the first general session; M. H. Aylesworth, new Scripps-Howard executive 
$ an amusing interlude; new ANPA President James G. Stahiman, Nashville Banner publisher, talks Southern pine newsprint, a favorite topic; E. H. Harris, publisher of the Palladium and Item, Richmond, Ind., pauses ° 
® moment before the candid cameraman with J. R. Knowland, publisher of the Tribune, Oakland, Calif.; a jovial moment transpires between Col. Guy T. Vixniskki, head of the newspaper management company, and 
tman Chandler, vice-president and general manager of the Los Angeles Times; H. H. Hoffman, advertising director of the Worcester Telegram and Gazette is ready for e convention session. 
Kend een sessions, Johnstone Vance, publisher of the Herald, New Britain, Conn., (second row, left) chats with H. H. Conland, publisher of the Hartford Courant; another between-sessions chat involves Clarence 
a business manager of the Daily Times, Watertown, N. Y., and G. B. Williams, publisher of the Geneva Daily Times; John W. Davis, New York attorney, prepares to join the group comprising Stuart H. Perry, 
eer, Telegram, Adrian, Mich., Frank B. Noyes, Washington Star publisher, and Daniel C. Roper, secretary of commerce; J. S. Callahan, publisher of the Free Press, Mankato, Minn., heads for a session with 
F. Parsons, Bryant, Griffith & Brunson, Inc., Chicago; W. Guy Tetruck, general manager, Exponent and Telegram, Clarksburg, W. Va., exchanges notes with R. A. Cooke, manager of the ANPA traffic department. 
vonnecticut has a gathering with O. G. Andrews, (third row, left) New London Day general manager; Theodore Bodenwein, publisher of the Day; E. Robert Stevenson, editor of the Waterbury Republican- 
American, and James L. McGovern, editor of the Bridgeport Tines-Star; Hulbert Taft, publisher of the Cincinnati Times-Star, joins Henry J. Allen, editor and ae of the Topeka State-Journal; a 
of policy is discussed by Frank E. Gannett, Gannett newspapers; Elisha Hanson, ANPA general counsel, and Col. Frank Knox, Chicago Daily News publisher; |. C. Squier, manager of the Duplex Printing 
Co., 7 Creek, Mich., talks it over with George P. Leffler, newspaper broker, and Harry C. Milholland, publisher of the Pittsburgh Press; a quiet moment for Malcolm W. Bingay, editorial director of the 
Mroit Free Press 
Eugene ‘MacKinnon chairman of the ANPA special standing committee (fourth row, left) makes a point with William H. Tateman, of the Cincinnati News Publishers Association; dinner conversation 
' ; ' paper ; dinner en- 
fine Francis S. Murphy, Hartford Times publisher, Ward E. Dufty, Times ell editor and Charles C, Hemenway, editor; and Wallace D. Taylor, takes a few tips from his father, Thomas D. Taylor, former adver- 
manager of the New York Times. They now conduct a classified promotion service in Philadelphia. 
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UYING BEGINS AT 


oon or midnight or in-between, whenever a woman starts think- 
ing of supplies for the house, that’s when buying begins. And the 


place it begins is inside her head. : 


The buying facts that get in people’s heads early have first say 
when the talk turns to soups or linoleum or lotions, final say when 


the customer goes to buy. 


Many a manufacturer knows that the sure way to get names and 
facts into people’s heads is to advertise in Time. TIME has entrée to 


U. S. Best Customer heads, takes advertisers’ facts there too. 


, 


And every fact, every name, that moves into a customer’s head 


moves goods off a dealer’s shelves. 
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